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and keep “the world’s most precious silverplate” bright and everlasting 


Tell it, sell it, again and again . . . the most exciting silver sales story today. Only Holn@ 
and Edwards inlays 2 blocks of sterling at backs of bowls and handles of most-used pieces. - 


shining proof to every customer that this is truly the world’s most precious silverphit 


Last chance! Cash in on Holmes and Edwards’ Summer Silver Sd! 


Final month! Write, phone, or wire your order tl 


Holmes & Edwards sterling inlaid silverplatt 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 
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Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS * PHONE: ANDOVER 3-7447 
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THE COVER 


This Christmas season the jewelry in. 
dustry will have a symbol for united 
action. The purpose will be to main- 
tain for the jeweler his position 
as the gift merchant. ‘Operation 
Cherub," a planned, industry - wide 
promotion (and how the jeweler can 
individually benefit) is explained in 
detail on page 78. 
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Satellite’ 


’ 4 small diamonds set beneath the center diamond {y : 
Now ... Karlan & Bleicher, Inc., pioneer of | stra it to almost twice its actual size and brillians! 


many innovations in ring manufacture and 
design which have become standard in the 
Industry, proudly bring you their newest 
and greatest! After a continuing quest 
through the years for a means of improv- 
ing the beauty, brilliance and size-illusion 





























of diamonds through design of settings, we 1 

have developed “SATELLITE”, the amaz- 

ing, new diamond settings. 4 strategically ° for 

placed small diamonds are set beneath the 

center diamond to serve as reflectors and oe 

amplifiers and the result is breathtaking. eee 
to the 
rangec 








No. 192 


Os. 


8 m/m 7 m/m 6m . 
-26 to .35 .20 to .25 13 to oe sae 
4.01% melee 4-—.01 melee 4-150 ser ct. 4— 150 per ct. 
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4 sizes of tops and settings for any 
of our 1000 mountings including lock sets 


a 
x 
atellite All Bridal Sets 

TOPS also available Yes! 

f : 1 L d . Rj without locks. ring 
or conventional Lady's Rings i 
We offer a selection of settings that will of me 
take center diamonds from 8 pointers up to » - : 

0 


35 points. Any of these can be combined to 
with any of over a thousand mountings, in- 
cluding our famous, precision, lock-sets. 
Truly, this makes available to you a choice 
greater than you will find anywhere else in 









the world. Illustrated are but a few exam- = ounting No. 192/4706. Wed- Mounting No. 192/47078. Wed- 
ples. These demonstrate the kind of ef- ding ring No. 45/4706. Interlock- ding ring No. 45/47078. Inter- 
fects created with our “Satellite” settings. ing. “Satellite” setting. 





locking. “Satellite” setting. 
















Mounting No. 192/4991/5 Wed- Mounting No. 192/4991/13. Mounting No. 192/47021/2. 
ding ring No. 4591/5. Interlock- Wedding ring No. 4591/13. Inter- Wedding ring No. 4521/2. Inter- 
ing “Satellite” setting. locking. “Satellite” Setting. locking. “Satellite” Setting. 













Struck Rings and Ring Findings! 


Diamond Settings! 


Tan viaote) Come eX y'an ‘cebu Ce Urop am DP t-beekepoceum\/ Cosmeset-bolebt-pberca 


Here is an example of 
the emerald shape set- 
Wi fT) {EN ting on one of over a 
mA . thousand mountings. 
df 
atelhite Ls 
@ 


You'll be able to offer 
in 3 popular sizes 


something truly new 
for any of our 1000 mountings 












and wonderful in dia- 
mond rings. Watch your 
volume increase! 


Mounting No. 
194/477068TR 
Wedding Ring No. 
601/477068TR 
mortised to fit snugly 











Yes, the same “Satellite” arrangement is 
utilized to create an emerald shape illusion. "Tan cau 
4smaller diamonds, reinforcing and adding No. 194/3 No. 194/2 no. 194/21 cose ya goto 
to the beauty of the center diamond, ar- 4 Ps) Give 4 ol'melee 4-150’ per ct. gagement ring. 
ranged in a rectangle work this miracle, 
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Se“ SZ 5 rp NG ORGS OE 

; 2 x x ‘Oe NRE es | RS Been i 
Men's Rin <4 = at a NS ere, fA Ree 
No.2013. 10%m/m  9m/m 8 m/m No. 2012 No. 2012/4 No. 2012/2 —_—No. 2012/3 

.25 to .38 -15 to .25 -10 to .17 1042 m/m 9m/m 10% m/m 

4-02 4-,01¥ato.02 4-.01 to.01% 26to 35  .13to.19  .20 to 25 


4—.014% 4—150 per ct. 4—.01 melee 


Satellite is 


Handsome! Masculine! 





08 to .12 


Yes! Here’s a whole new vista of men’s 4-150 per ct! 


ting selling for you. How wonderfully 
‘Satellite’ settings enhance the saleability 
of men’s rings. We offer two sure-to-be pop- 
ular designs that can be used on almost any 
of the rings in our line of rings for men. 


| 
| 
} 
} 





No. 9086 TR/2013 Man’s 
ring with “Satellite” setting. 


No. 9222/2025 Man’s ring, 
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VOW available! 


engraved “Satellite” setting. 
Complete, powerful newspaper HARLAN ( i CHER AM. | 


ADVERTISING MATS Creators, Designers, Manufacturers of “Perfect Ring Findings” | 


Ready-to-print, minimum-space Te 
hard-selling” retail newspaper fx, 7 “792, | 
ad-mats are yours with your 


order. Write for them. ae 9 ser 136 W. 52nd ST. NEW YORK 19, N. Y. | 







seed ON OFFICES IN CHICAGO AND LOS ANGELES 
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Elgin and Murrow open the window 
to greater sales for you! 


WEEK AFTER WEEK, Edward R. Murrow 
takes your customers on fascinating visits 
to famous people through the “Person to 
Person” window of Elgin’s new TV show. 


And Elgin is selling them hardest of all 
on the new Elgin “Petites”—the world’s 
smallest watches from $33.75! 


Watch’ “Person to Person”? promote 


He and his celebrated guests put your 
customers in a friendly, receptive mood 
to see and hear about Elgin Watches 


Elgin ‘‘Petites’—Friday nights at 10:30 
P.M. (New York time) on CBS-TV. 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 


For what’s new in the watch business, watch - | ( | N 
+ 13) Elgin National Watch Company e Elgin, Illinois 
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—and then Elgin sells them hard! 





















mplete service for 
icturing jeweler 








with the following items available in 10% lIridium-Platinum, Jewelry Palladium & Karat Gold 





[lusion Settings “W% Tiffany Settings WY 
Wedding Ring Blanks Ring Shanks 
Ring Findings, Watch Case Blanks, Pins & Joints p { 








Safety Catches Stone Plates, Bezels & Boxes, 





Gallery, Earring Findings, Alphabets & Numerals, 


Fraternal Emblems, Seamless Hollow Beads, 


Sheet & Wire x 


Stone Gauges, Plating Solutions, Solders. 





Seamless Tubing. 


Refining Scrap & Sweeps. 








BAKER 9 


METALS 





¥13 ASTOR STREET, NEWARK 5, NEW JERSEY « NEW YORK © SAN FRANCISCO e CHICAGO « LOS ANGELES 
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TO MAKE SALES HUM... 


For bigger sales, feature all three in your advertis- 
ing and store displays: (1) the name of your store, 
(2) the names of famous brands advertised in LIFE, 
(3) material that shows the products are advertised 
in LIFE. Used together, they represent the most 
powerful sales combination in history. 





MORE PEOPLE READ LIFE EVERY WEEK THAN ANY OTHER MAGAZINE 
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19 Diamonds 





Every jeweler’s ring profits depend upon his 
making an important ring sale. Bristol now 
makes it possible for you to make that sale easier 
and more frequently with their exceptional 

new line of beautiful wide diamond wedding rings. 


Here’s why: 


Bristol’s prime manufacturing facilities 
mear lower prices for really fine quality 
diamond wedding rings. 


Bristol's high quality standards and original 
styling mean easier sates and long-lasting 


customer 


To retail from $79.50 


Large selection available on memorandum. 


Please imdicate price range, metal and fmger size where 


possible, 


In 14K Gold, Palladium 


and Platinum 
het : BRI sLOL BRISTOL SEAMLESS RING COMPANY 
— — 71 Nassau Street, New York 38, N. Y. 
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#1410 


satisfaction. 


13% Diamonds 
#139/203 


24 Diamonds 








132 Diamonds 
#1423/203 

















profitable sale with Bristols 
WIDE DIAMOND WEDDING RINGS 


106 Diamonds 
#1405/201 







21 Diamonds 
» #942/50 


anes 








Mats available on request. 


Rings enlarged to show detail. 











distinguished V. q : & watchbands for me 


: featuring Yer Dihetiesive 








Sensationa/ 
GOLDEN ARMOR 


#7291—Center expansion with wrist-conforming end 
pieces inlaid with fine oxidized basket-weave mesh. 
Straight or curved ends.............. Retail, F.T.1. $10.95 


#8291—Stainless steel throughout........Retail, $6.95 


‘ 


1. Simply stretch band 2. Lift MULTI-SIZE links off 3. Add or subtract links 
concealed safety lugs. as needed. 





“U.S. Pat. No. 2,249,086 





VIP 


#8012—A trend-setting J-B design in men’s expansion bands ...non-corro 
sive stainless steel center expansion with end links of genuine black alligator 


PEE sig cus oe asdacs Shttpy ec ceksne cil es busi Saves een IGA scssedsadovoslouncoaaa CHAR Rll 





anels of Genuine 


|M=¥-4 al -) ae) am Glo) (eo l-1 elm \\/ 1-1) see 


#9009—Yellow gold filled; end links of woven golden mesh....Retail, F.T.1. $9.95 


Outstan 


#5007—A brand new, brilliantly faceted ¢ 

a full expansion band =.. crafted with J-8 

care. Yellow only. Outstanding value! 
Retail, F 
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#631 
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xquisite new creations 
or the ladies... 













Qn 
1e 
e 
#6503—The ultra streamlined circlet... with a heart motif 
engraved to look like a diamond. Yellow or white. 
orro Retail, F.T.1. $7.95 
sator 
6.50 
9.95 
= 
Magnificent 
MEDLEY 
#6306—An air of triumph in gracefully designed flexible end 
lan links... combined with a smart expansion center. Yellow or 
TAIN a ER I LOT ERE RAE Retail, F.T.1. $6.95 
d 


Alluring 
LULLABY 


#6054—A star value in feminine watch bands... the full 
rs expansion in gleaming yelloW.....................-. Retail, F.T.1. $4.95 


sf 


lt 


JACOBY-BENDER, INC. 


alt Northern Bivd. and 62 St., Woodside 77, N. Y. 


Jewelers’ est-sellers in Iidents 


PHOTO-VUE 


with unbreakable crystal 
for picture protection 

























“| love a parade...’ 
















MM 


The Parade of Swiss Jeweled-Lever Watches; 





‘SELF-WINDING 
WATER-RESISTANT 
RONOGRAPH 
SHOCK-RESISTANT 
_ ANTI-MAGNETIC 
_ CALENDAR 
_ ALARM 
SPORTS TIMER 
HRONOMETER 
ION 


















The WATCH FASHION PARADE sells your store = 


while it sells the modern, exciting, jeweled-lever watches 
created by The Watchmakers of Switzerland! For you’re 
the one who has the fascinating fashion, special-feature, 


special-purpose watches that today’s customers want! 


“For the gifts you'll give with pride—let your jeweler be your guide” 
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says The Quality Jeweler 
“like the WATCH FASHION PARADE!” 






(October 27— November 5) 


The WATCH FASHION PARADE ects 
rolling October 27th—right at the start 
of the big pre-Christmas season for 
watch and jewelry purchases—and lasts 
through November 5th. Now is the 
time for you and your staff to begin 
telling customers that this year your 
store is headquarters for all gift buying! 


A A 
| 
CAR 











The WATCH FASHION PARADE gives 
you an important opportunity to tie-in 
your own local promotion with the 
national advertising prepared by The 
Watchmakers of Switzerland. This in- 
tegrated sales technique will work 
profit wonders if you plan your in- 
store and window displays, mailings 


and sales training around the annual 
WATCH FASHION PARADE idea. 








Remember—the watch with the special features is the watch every 
customer wants to see—and own as a “modern” watch. Keep in 
step with the demand and promote these Swiss jeweled-lever 
masterpieces during the WATCH FASHION PARADE! 








The WATCHMAKERS 
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Bo F selling dinnerware — Guarani 
mys 5 Breakage — is the perfect 

* i Create new customers and nev 


AY 


- for you! 


at Advertised for years in the nv 
4 magazines, this product of pu 
now backed up by one of the! 
hitting store promotions ever ( 
any dinnerware manufacture. 


giftware and homeware sale 

BOONTONWARE. Write today 
=. full details! 

Boontonware Divisio 


THE BOONTON MOLDIM 


Boonton, New Jersey 
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° , oes si DEerfield 4-4400 
MELMAC dinnerware : ag ae i; (From New York, COrtlont/ 
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JEWELERS — 
PALLADIUM 









































TRADITION 


can be costly! 


The jewelry and silverware manufacturer of today 
enjoys a tremendous advantage over his pioneering 
predecessors who had to make their own gold and 
silver. 


The fact that a phone call or order to Handy & 
Harman will bring him prompt delivery of gold and 
silver when he needs them—in the exact amounts, 
sizes and gauges for the work at hand . .. plus the fact 
that these metals come to him with clean surfaces and 
oxide-free—adds up to the clear-cut physical and 


financial benefits outlined. 1. Unrestricted flexibility in planning production 


schedules and in meeting seasonal and sudden de. 
mands. 


7 2. Investment in metal reduced to net stock require- 
7 ments only—because of reduction to a minimum of 
skeleton scrap and immediate credit for scrap returns. 





3. Better metals at lower cost—because large-quan- 
tity production is more economical and affords better 
control of the many factors in the fabrication process. 


THE FACTS ARE CONVINCING... 


Some manufacturers have found it hard to break with 
tradition and still make their own gold and silver. In 
view of the very real physical and financial benefits 
of buying metals when and as required, these manu- 
facturers are needlessly paying an extremely high 





price to carry on an outmoded tradition. To 
any of them who want the full and true pic- 
ture, we ll be glad to send a metal expert to 
present it—entirely without obligation. Just 
write and say when. 








HANDY & HARMAN 
OND yy ~, 





The unvarying uniformity and “just-right” work- 
ing properties of the circle of Handy & Harman 
Sterling from which the body of the beautiful 


water pitcher above is being spun, enhances the H A N D Yy & M A M A N 


craftsman’s skill. But most important is the assur- 


ance of the circle’s freedom from defects that 82 FULTON STREET + NEW YORK 38, N. Y. 
could cause a reject, from which the metal can be UPTOWN BRANCH — 15 WEST 46th STREET, NEW YORK 36, N.Y. 
Quality frrectows melals since 1867 












recovered but the labor—never. 


BRIDGEPORT, CONN. ¢ CHICAGO, ILL. e LOS ANGELES, CALIF. e¢ PROVIDENCE, R.I. © TORONTO, CANADA 
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HAND CARVED 


WATCHED WEDDING RING SETS 
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The touch of beauty that separates Barel Bridals 





‘3 

e from ordinary wedding rings begins on the 
a drawing board of designer Fred Barel, inter- 
a nationally renowned for his unique creativeness. 
z From there to craftsmen who interpret and carve 
sl these designs carefully and painstakingly by 
¢ hand. Thence to a mirror-finish polish that pre- 
a serves and accentuates all the beauty and 
t originality that is truly the Barel Bridal. 

° Ask to see our full line of BAREL BRIDAL Matched 
4 Wedding Rings... the first choice of people who 


Sold directly to the Retailer desire beauty and quality above all else. 


by the Manufacturer The Barel Trademark 6% is stamped in the 
shank of every ring, assuring you of a Genuine 


Mat i 
ats available free upon request Hand Carseaeiainal. 


24-Hout Service on all Special Orders 


BRIDAL RING COMPANY, ING. . 67 nossou street «New York 38 
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NEW HEART SCREW EAR WIRE 


in Sterling and V20 12-K G. F. 





FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO. INC. Providence 2, R. I. 
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AN ANNOUNCEMENT 
OF PRIME IMPORTANCE 


Jorelner, 


Following a lifetime of endeavor in the jewelry industry, Mr. William 
Forstner, founder and president of the Forstner Chain Corporation has 
relinquished his active leadership of this world famous jewelry concern. 
In order to carry on the traditions and respected name, the present manage- 
ment has established a new corporation which henceforth is to be known as 
Forstner, Inc. 


NEW OFFICERS 


Mr. Rudolph H. Bernau has been elected President and Mr. Joachim Schwarz, 
Executive Vice President. Other administrative executives, sales represen- 
tatives, as well as men and women in all levels of operation, continue 
as heretofore. 


SELECTIVE WHOLESALE DISTRIBUTION 


Forstner, Inc., will serve the jewelers of America through a carefully 
selected group of wholesale distributors. The Forstner management is firmly 
committed to the policy of selective wholesale distribution, which provides 
a sound and economical sales set-up and which, in turn, assures maximum 
service and attention to the requirements of the retail jeweler. 


NEW PLANS IN THE MAKING 


The newly elected officers of this company have all served the Forstner Chain 
Corporation for many years, and are therefore steeped in the best traditions 
of Forstner quality and integrity. Yet they are still young men who come to 
their tasks and assignments with tremendous vigor and a fresh outlook. 


While they will earnestly endeavor to maintain the high standards and the 
fine quality of the Forstner name, which has enjoyed acceptance throughout 
the world, they are looking ahead, not resting on their laurels. Already, 
new ideas in product design and brand new selling and advertising plans 
are being formulated. 





Tovelaet 


JEWELRY’S NAME FOR QUALITY 








FORSTNER, INC. * IRVINGTON 11, NEW JERSEY 
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Waterman's 


the cartridge-filled fountain pen 
that needs NO INK BOTTLE 


The four beautiful pens shown here cover the 
price range of your favorite customers—the ones 
who look to you for something new and original. 


These pens are all beautifully gift packaged and 
are available in matching sets. Another inno- 
vation is that the matching set comes with 
Waterman’s wonderful new Convertible Ball- 
Pencil—that can be converted to a ball point 
pen. Get set for Christmas with a good supply 
of Waterman C/F* sets! bo 


For complete information and quantity discounts, write: 


WATERMAN PEN COMPANY, INC. 
SEYMOUR, CONN. 
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$15.00 plus tax 


22 Kt. Gold Electroplated 
inlay on Black, Teal 

Bive or Burning Sand 
colors. Packed with 

8 C/F cartridges. 

Sets, $20,00 

(plus tax) 


$12.50 
With the same great 
features as the $15.00 
C/F except that cap 
and trim is in brilliant 
chrome. Sets, beautifully 
styled, $17.50 


$8.75 


Brilliant Chrome cap 
and frim in attractive 
color combinations. 
Sets, $13.75 


$5.95 


Merido metal point, 
satin chrome cap and 
trim. In wide choice 
of colors and smooth 
writing points. 


Sets, $9.95 
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resale price... 


on this guaranteed = (me, 













water-shock-resistant watch | 
at the lowest 


purchase price ever! 


PHENIX 
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PHENIX WATCH CO. — Switzerland 





SEA PILOT 


Phenix of Switzerland — 

gold medal award winner since 1883 
now makes the famous, nationally 
advertised Phenix Sea Pilot 

— sold with pride throughout the world. 
ABSOLUTELY WATER RESISTANT 

17 JEWEL MOVEMENT 

SHOCK RESISTANT, 

with unbreakable crystal. 
GUARANTEED UNBREAKABLE 
balance staff and jewels. 

THINNEST WATER RESISTANT WATCH 
in this price range. 

HANDSOME IN DESIGN 

with its sweep second hand. 
COMPENSAMATIC 

The specially tempered hairspring in 
every Phenix, assures unfailing 
precision, in every climate. 


CROTON WATCH CO., INC. 
404 Fourth Avenue, New York 16, N. Y. 


Gentlemen: 


Please send me the following: 


|. CHROM STEEL BK. IMPORT CASE $ 9.90 

|—— CHROM STEEL BK. SWISS CASE 10.90 
Distributed by i. ALL STEEL IMPORTED CASE 10.90 
= STEEL EXPANSION BAND 1.00 

— DISPLAY BOX 65 


CROTON WATCH CO., INC. 


FINE WATCHES SINCE 1878 
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City. 


Price tags available 


Signature. 
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GRUEN The Precision Watch® Precision® The most important trademark in watchmaking. Look for it on the watch you! 


THE JEWELERS’ CIRCULAR-KEYSTONB 











Anyone can broadcast: (We've been doing a bit of 
trumpeting ourselves about the ‘‘Newest Look 
in Time’’.) 

Anyone can make claims: (We frankly admit to 
predicting big things for the “‘Newest Look in Time’’.) 


But Results Speak For Themselves! 

And here they are! The first results of nationwide 
jeweler response to Gruen’s “‘Newest Look in Time’. 
And what a response it has been. You, the jewelers, 
have given the totally new line of Gruen precision 
watches such a tremendous vote of confidence that 
we can announce... 





Gruen sales doubled 


over same period 


last year! 


There’s conclusive proof that Gruen’s going up... 
and up... and up in demand—and sales. It’s proof 
that jewelers really wanted—and needed—an entirely 
new concept from stem to strap in watch design... 
and profit potential. Above all, it’s proof that jewelers 
everywhere are convinced they will move more watches, 
faster, when they stock and show Gruen... The 
Newest Look in Time! 


Huge national ad campaign promoting ‘‘Newest Look 
in Time” starts September 15th in Life Magazine! 
Will you be fully stocked and ready to meet the 
demand? 


GROGEN 


@ * 
rch youl he Gruen Watch Company, Time Hill, Cincinnati 6, Ohio. the newest look in time 


NB 
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Wt ted: A self-winding watch for ladies that is the 


smallest of its kind, yet thoroughly reliable in every respect, and an accurate time- 
keeper. The new miniature MIDO is the perfect answer to the skeptics who say that 
a watch so tiny cannot be reliable. It is the result of years of arduous research by 
MIDO, creators of the self-winding watch with multiple protection... truly a milestone 
in the watchmaker’s art. 


With Powerwind . . . the newest, most simplified, most advanced self-winding 
mechanism in the world . . . and with every one of the wonderful features which have 
made the Mido Watch for men famous the world over, Mido brings to the watch 
industry the smallest, self-winding watch ever made for ladies! 


LTIFORT ....owerwind 
eoArantomanuc ® THE NEWEST, MOST ADVANCED 


SELF-WINDING MECHANISM. 
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TIMED FOR BIG HOLIDAY PROFITS 


Here is an item to increase your store traffic now, during the holiday and after the 
holiday season. There has never been another watch quite like it, so it’s going to 
attract prospects to the store that stocks it. And it being a MIDO you know that you 
can sell it with the utmost confidence. 


















PROMOTED BY MIDO’S GREATEST 
ADVERTISING AND MERCHANDISING EFFORT 


And, to help you sell the new miniature for ladies, MIDO is putting on the strongest 
promotion push it has ever placed behind any watch. Fall schedule calls for insertions 
in TIME MAGAZINE AND 19 LEADING U. S. SUNDAY SUPPLEMENTS AND NEWS. 
PAPERS. ..to presell a potential of 53,463,740 customers. On top of that MIDO will give 
you newspaper mats, merchandise and consumer helps, TV spots, regular and ani- 
mated counter and window displays. 


Write, Wire or Phone Today for Complete Details! 


MIDO WATCH COMPANY OF AMERICA, INC. 
580 Fifth Ave., New York 36, N. Y.—Phone: COlumbus 5-1785 
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“SAVE-ON-SILVER SALE” 
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TV's Arlene Francis 


Ras co can 


and these free local-dealer 


THE F:WEST SeavEdoiarE 
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Television, 16-mm. Films 
and Radio Spot 
Announcements 


Hook-Over Chest Display and Price Cards 


ONEIDA LTD. SILVERSMITHS 
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will be nationally advertised 
in these magazines plus TV... 
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Think of it! Your customers can save $28.25 
on the purchase of a 54-pc. service for 8 in 
Community* (including special gift chest)! A 
total value of $113.00—priced at only $84.75 
during your biggest gift season! 








Customers everywhere will see this offer 
. . . With can‘t-miss cover ads in full color in 
LIFE, LADIES’ HOME JOURNAL, WOMAN'S 
HOME COMPANION . . . twice a week on 
NBC Television’s “Home Show” starring 
Arlene Francis (Nov. 10 to Dec. 6) . . . plus 
SATURDAY EVENING POST full-page, full- 
color ad, tying in with the Jewelry Industry 
Council’s big Christmas promotion! 


aids will help you tie in! 


"SAVE-ONSTLVER'SALELS 
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STORE NAME | 


“=. pay AS UTTLE AS 11 a WEEN 





Newspaper Mats 


Counter cards of national advertisement are also yours 





for the asking. Use all these attractions to let customers 





know your store carries this offer! 









Envelope Stuffers 


* TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 


See special gift chest enlarged on back cover! ) 
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HERE: 


9 935 
Links- 


The products 
of this company 
are sold only to 
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In other words, here at Universal, we have in stock — 
or can make to customers specifications — links, rings, 
button shanks, etc., in every conceivable shape. 
Remember that the 65 items illustrated here, 

actual size, are representative of shapes only. Every 
one of them, shown or not shown, can be fashioned 
from the great variety of fancy wires which are 
precision-produced in any metal on our own wire 
drawing machines. Send us a sketch of what you need, 
or complete specifications. Or why not 

just ‘phone right now, South Orange 2-7600. 


UNIVERSAL CHAIN COMPANY, INC. 
92 Burnett Avenue, Maplewood, N. J. 
Branch: 61 Peck St., Providence, R. l.—N.Y. Office: 489 Fifth Ave. 
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WRIST ALARM 














An |Atst4! Creation 





More EXCLUSIVE FEATURES 
YET Wore REALISTICALLY PRICED 69” 


1 e COLORED ALARM-SET INDICATOR 
GLOWS IN THE DARK 


e CROWNS CANNOT MOVE WHEN SET 

e SIMPLEST 10 MINUTE SETTING: EXCLUSIVE 
@e CLEAR BELL TONE 

e 17 JEWEL LEVER, INCABLOC, WATERRESIST 


AWAKENS OWNER IN MORNING 
REMINDS OF APPOINTMENTS AND PARKING 


e@ TRAIN OR PLANE TIME REMINDER 
ADVERTISED IN 


THE ENTIRE: ALSTA LINE FEATURES ALSTAFLEX UNBREAKABLE MAINSPRINGS T q3 
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WATCHES 
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SOME DISTRIBUTOR TERRITORIES STILL OPEN 


ALSTATER WATCH CORPORATION 


16 WEST 46TH STREET NEW _ YORK 36.N_ Y 
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STERLING and GOLD FILLED 
10K 14K 618K 


Automatic © 
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NEW YORK 
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>on | Never before in housewares history have you had the 
ce | SALES IMPACT of TOASTMASTERS GOLDEN SLICE! 


Makes Consumers Speeds Toaster Broadens Moves Peop! 
ople 


“ H Le | 

— > seal be sagen The Golden the Market! The Golden to Buy! Of all 

po ccc pa ’ ice is aimed at turning Slice goes beyond the nor-_ that ' ti on triggers 
ae ee consumer dissatisfaction mal gift-giving and new- buyi motivate people into 
a 2 bs iano cag gp operatingtoast- home purchases of house pn pm ng iin 
- ' s into new toaster pur- wares. It ” appetite appeal. 
impact that makes toast chases— ' s. It gets people to re- And theG : : 
ieavetieant, chases — faster! place toasters now. olden Slice has it! 


Wete running bio tal-color ack Ihe this tor you th POST, LOOK 
anda these magazines on sae in Soprember! 


j , Look Sept. 20 
Saturday Evening Post Sept. 13 
Better Homes & Gardens Sept. 23 
True Story Sept. 7 
Farm Journal Sept. 24 
McCall’s Sept. 20 


And more colorful ads in 
October, November and December! 











TOMORROW 


“| Ghin... 


on top toaster profits NOW 
by stocking all 4 toasters and 
by using ““Toastmaster’s’’* 
FREE sales aids to tie in your 
store with this advertising ! 
an y Write Adv. Dept. 


. * Any SHADE \ FROM LIGHT > TO DARK! Y 
First crunch Stock all four Toastmaster 
Toasters, step-up priced from 


to last crisp crumb. $17.50 to $39.50, and you'll 


9 
IT’S TOASTMASTE R TOAST sell more! 
Was your toast like this at breakfast? Here, one of the most common- coated confection that you crunch through to a tender, yielding cen- <== 9} W g t il . 
—_ ere tenuing consumers 


place things in life, a piece of bread, becomes a golden, eye delighting ter. A butter-melting warmth that sets your mouth a-watering 
fairly beams your nose table- Was your toast like this at breakfast? If not, it’s time you enjoyed 


treat A tantalizing, baker-shop aroma 
ward to food at its simple best. “Toastmaster” toast There's nothing like it! Because there's noth- ae " 
att Agee : ; ry 
pagers tempting-to-the-last-crumb taste! Almost a crisply ing like a perfect-toasting Toastmaster’* Toaster me to look for this 4 t 
pen -toaster 
display i t 


Only TOASTMA STER gives you a choice of 4 toaster — from $1750 to $3950 Sree win peers 


is perfect as a nal” toaster or for the small 101 Action takes 
when traveling to 40% smaller t d right out of and it up fast—all by 
c. for modern, nulf’ The three she 1s + Jeal for th amily or te the unusual. 
B16 Two-Shee. $27.50. (4 Three. Sine le! Je 
oe 
10 AST M AST E R—Ktomatie Toasters 
Ss cieiediaticed aes Gs aad hE K 


a" wo restered trademark of McGraw Electric Co.. Figve. 1 
































McGraw Electric Company 
Elgin, ill. 














aw ws : 
TOaSTMASTER" is a registered trademark of McGraw Electric Co., Elgin, Ill. © 1955. 
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these “PLUS FACTORS” in udu 
mean Eadéer SALES... V~ Weem 

| Eaccer PROFITS FOR YOU! 

0 POWERFUL 


STYLE TREND PROMOTIONAL 
ANTICIPATION PLUS}. PROGRAN 


“First you've got to hit the public’s eye e 1 eeee The Only costume jewelry line sold 











exclusively thru jewelry stores=backed 


. ° \// 
before you can hit the register bell! by powerful National Advertising, 








=i EXCLUSIVE 
PLUS” =| PpacKAGING 








PERPETUAL 
SERVICE, QUALITY ~~ 
& DEPENDABILITY | * 


e Glamorous Marie MacDonald and other 
A policy helping to build sales for you. stars create more Duane sales for you, 


ALL ADD UP TO 





THE -FASTEST-Mo VING LINE IN ITS FIELD! 


2 — here is our SPECIAL “PLUS” 
for this season.....: thy (blows 


Wois Weald, TREASURE CHEST ~ 
& R EI g COLLECTION ; —_ ‘ 
Uf 


(retail value: $14.95) 


ASK YOUR WHOLESALER FOR DETAILS, OR 
WRITE FOR FREE BROCHURE TO 


HUMANE JEWELS C0. Ine. QL1 Renna Ce 





bright as the Stars on by the stars, 
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Jewelry ations shown 
approximately '%2 of actual size. 





NATIONALLY ADVERTISED , , | 
in America’s Leading 


Publications \ Pe, 7 GIFT PACKAGE 


0, OM OI) 


1 & Rose. A flurry of C—No. 601/2. Gold & Midnight. Fleur D — No. 605/2. Gold & Ice Blue. The F—No. 600/2. Gold & Ruby. Pointedly 
wilakes with octagon de lis—Cross motif. with pear shape tlash-flight-flash tracery of a Firefly in eyecatching, triple-arch loops that lead to 
; clasp, matching ear- stones: a delicate, free-sweeping design. flight: bold baguettes, beautiful and pear-shaped stone points. Adjustable 
ngs. Retail $12.95 Boxed Adjustable clasp, matching earrings. bright. Adjustable clasp, matching ear- clasp, matching earrings 

Retail $11.95 Boxed rings. Retail $11.95 Boxed Retail $8.95 Boxed 
—No. 602/2. Gold & Amethyst. Curved E—No. 612/2. Gold & Amethyst. A clinging G—No. 603/2. Gold & Pearl. Gay light 
parks of light | flashing teardrop snake chain serves to hold a sparkling spray of glitters along the circular raceways lead- 
purst to ignite t wrt. Adjustable clasp, leaf and blooms. Adjustable clasp, matching ear- ing to a pearl-and-stone flash cluster fin- 
latching ea Retail $12.95 Boxed rings. Retail $16.95 Boxed ish. Adjustable clasp, matching earrings. 
ALL PRICES KEYSTONE Retail $9.95 Boxed 


walling, flashing 
enters. Adjustal 
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NATIONALLY ADVERTISED 
in America’s Leading 


Publications 


A—No. 594/2. Midnight & Ice Blue or 
Crystal. Rhinestone vein and vines entwine 
bright marquise and bold baguette bou- 
quets. Rhodium finish. Adjustable clasp, 
matching earrings. Retail $12.95 Boxed 


B — No. 599/2. Crystal. Leaping oval 
rhinestones cascade to a marquise plung- 
ing drop. Rhodium finish. Adjustable 
clasp, matching earrings. 


Retail $9.95 Boxed 


ALL PRICES KEYSTONE 


C—No. 595/2. Rose or Crystal. This 
rhinestone dancing swirl spins a rounded, 
sparkling pirouette to a pear shape drop 
finale. Rhodium finish. Adjustable clasp, 
matching earrings. Retail $7.95 Boxed 


D—No. 579/2. Crystal. Laurel leaves ply 
a round stone path to a baguette brook 
and some fountain frolic. Rhodium finish. 
Adjustable clasp, matching earrings. 
Retail $10.95 Boxed 


ne va xm ba ~. eee 
oe K-88 *, 


GIFT PACKAGE 


Jewelry illustrations shown 


approximately” 2 of 


E—No. 576/2. Aqua or Crystal. A pert 
and tilted floral spray of grande marquise 
et bon baguettes with rounds and rhines. 
Rhodium finish. Adjustable clasp, match- 
ing earrings. Retail $15.95 Boxed 
F — No. 574/2. Emerald or Crystal. Clever 
swirls of falling, pear shape leaves from 
twisting baguette boughs. Rhodium fin- 
ish. Adjustable clasp, matching earrings. 


Retail $18.95 Boxed 





actual size, 


G—No. 575/2. Amethyst or Crystal. Sin 
plicity rare: rhinestone and_pear-Ug 
shape and sweep and dare! Rhodium ! 
ish. Adjustable clasp, matching earrings 
Retail $10.95 Boxe 


H—No. 573/2. Midnight & Ice Blue ° 
Crystal. A rustling wind sweeps the ie 
shape-marquise laden bough and bend 
the baguette branch. Rhodium finish. Ad 
justable clasp, matching earrings 


Retail $13.95 Bow 






It happened in... 










HAMILTON, OHIO 
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“The Case of the Mysterious In- 
ventory” we call this one. The 
late owner of the store had kept 
no inventory. At his death, inven- 
tory had been taken at half the 
retail prices. Several potential 
buyers had come to see the store, 
looked at the inventory, left un- 
interested. What was wrong? The 
attorney for the estate’s executor 
decided to find out authoritatively 
at this point and called us into the 
picture. We told him very quickly 
the figures were out of all propor- 
tion to the actual value. And now 
the widow recalled her husband 
suffering hallucinations before his 
death, his fears that the diamonds 
were marked too low, his night 
visits to the store to remark them. 
Our estimate of the stock gave 
the attorney a basis on which he 
could confidently rely and act. 
We bought the store for about 
$35,000. He knew that from 
Gordon Brothers he was sure of 
ba ... “always a reliable estimate, 


gai usually the highest.” 
Ice Blue 0 
aps the pea 

and bend 
n finish. Ad 
ings. 


13.95 Boxe 
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Stories from our 52 years’ experience with truths of just as great significance today. 
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manufacturing 


QUALITY MAINS 
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in get. * 


the most advanced 
styles and designs A , 


Call or write for samples 


ARMBRUST 


ARMBRUST CHAIN COMPANY 


735 ALLENS AVE., PROVIDENCE, R.1. 1 WEST 34TH ST., NEW YORK CITY 
Telephone STuart 1-3300 Telephone Wisconsin 7-1091 
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Sold only to MANUFACTURERS of Jewelry and Allied Trades e_- 
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#/ FEATURE-GLO SALES 
AMAZE RETAILERS 


Jewelers Coast-to-Coast 
Report Record Diamond Ring Volume 


Across the country it’s the same story . . . promote Feature-Glo 
Settings* and you increase your diamond ring sales. The reason 
is obvious: Feature-Glo is what customers everywhere want! 
Feature-Glo is the completely new concept in ring design that 
actually makes center diamond look 90% larger, 87% more 
brilliant, according to certified reports by American Testing 
Laboratories, Inc. Unlike other settings that use metal reflectors 
to enhance the size of the center diamond, Feature-Glo uses 
diamond reflectors that cannot dull or show scratches. This is 
why Feature-Glo retains everlasting brilliance. This is why 
Feature-Glo is proving itself the biggest volume-producer ever 


for jewelers everywhere. 


And Feature-Glo Settings Come with Feature Lock, the 
interlocking feature that created a whole new trend in diamond 
rings, pioneered by Feature . . . promoted by Feature . . . perfected 
by Feature. Exclusive Feature Lock means rings cannot twist or 


turn, diamonds are always in full view. Rings interlock and remain 


in perfect position always. 


*Pat. Pending 
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SHOW YOUR CUSTOMERS 
THE DIFFERENCE! 


ORDINARY 
SETTING 


FEATURE-GLO 


SETTING 


INTERLOCKING DIAMOND RINGS 


FEATURE RING COMPANY, INC. 
130 West 46 Street * New York 36, N. Y. 


this exciting 
free gift cigarette box 
will attract more customers 
to your store... 





it's just one feature of 


Deltah’s 


AMERICANA GROUP 


Here’s your most fabulous extra profit promotion ever ... magnificent 
Deltah simulated pearls, fastest year-after-year sellers... plus all 
the merchandising know-how that jewelers depend on from Deltah! 


The Americana Group is a beautifully styled collection of chokers and 
necklaces ... plus a free merchandise bonus worth $25 in addition 
to your more-than-keystone Deltah profit. And it’s all backed by 
advertising-that-sells in America’s leading national publications. 


YOUR COST $61.85 YOUR TOTAL PROFIT $100.90 


The beautiful blactoy 
- gold Lustrex cigarette 
holds both regular and 
king size. 


gn wuSStN' ‘RENE 


wary 1 oF TE pant? gusts seek! 


FREE MERCHANDISE BONUS— 
TWO DELTAH ENSEMBLES 


GIVE YOU $25 EXTRA PROFIT 
consult your 





there’s a big 
new market for 
jewelry that’s golden 











GOLDEN GLAMOUR 
COLLECTION 


shows you how to make the most of it! 


stiful black of 
x cigarette X 
gular and 


TIONS, 


ia, 


A ‘ “: i 
% .* 


Fashion authorities predict a big season for golden 
jewelry, and Tara creates a magnificent assortment 
with everything you need for action at the cash 
register! 

The Golden Glamour Collection includes 10 


fashion coordinated styles, all with Tara’s exclusive 


And remember! Tara jewelry is designed and priced for 


the jeweler, exclusively! 


YOUR COST $54.45 


carry Deltah and Tara advertising 
to millions, coast-to-coast! 


ican WEEK} 


presented on 


t 


CBS-TV 


COAST-TO-COAST 


PTH AVE... NEW YORK 16, N.Y. 


Deltah ond Tara 


£00 Picturel THE BIG PAYOFF 


guaranteed Everlasting Finish (the look of 14K 
gold!) ... plus a free merchandise bonus worth 
$16.50 in addition to your more-than-keystone 
Tara profit. Millions of jewelry store customers will 
read about this beautiful jewelry in Tara national 
ads appearing in America’s leading publications. 


YOUR TOTAL PROFIT $83.55 


THIS FREE TARA 
MERCHANDISE BONUS 
GIVES YOU $16.50 
EXTRA PROFIT 








only watch with the 


FLEXIBLE BALANCE WHEEL 
Guaranteed against 


for the life of the watch 


---and only Wyler dealers have it! 


Wyler 
incaflex 


Pioneers for 30 years in shock resistant, water-resistant and self-winding watches. 
Sold through jewelers—and only through jewelers. 


This display available on request + WYLER WATCH «¢ 131 East 2Srd Street, New York 10, N. Y. 
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THE RING THAT 
CHANGED AN 
INDUSTRY 





TRADITION 





ON 


4 








TRADI 


| 
1 pacing ring styling for half a century 
h 


When horses first pulled over for horseless carriages, there was an evolution, too, 
in ring styles. Orange Blossom converted the drab wedding band into a symbol of 
beauty and set a fashion pace. Today’s Orange Blossom creations in engagement and 
wedding rings are still the most fashionable to be found. And, of course, Orange 


Blossom rings have continued to be the standard of guaranteed fine quality. 





a new concept 
in bonus 


merchandising () C4 
The Traub Dealer Advertising Participation MMNYE Vossen R | N G C R E AT | O N S 


Program is the most liberal ever offered the 
S. trade. It places emphasis where it belongs— 

on the individual advertising and merchan- 

dising problems of each dealer. Ask about it. 


T R A U B MaAN U Fac FF UU RHR FF N G c O M P AN Y 


1934 McGRAW AVENUE DETROIT 8, MICHIGAN 
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Something extra-profitably new has been added to the 
ADD-A-LINK family. The sales-stimulating newcomer is 
ADD-A-LINK Diamond Necklaces...” 


with each gift occasion!” Your customers start with one or 


the necklace that g-r-0- 


more exquisite diamond links — add additional links 

as the occasions arise. Each time you make a sale, you can 
expect the customer ta come back again .. . and again! 
And, to send more business your way, we've planned a 


hard-hitting national advertising promotion! 


ORDER NOW ...CASH-IN ON THIS PROFITABLE PROMOTION 


Powerful national magazine advertising 


Mat Ads — Counter Cards — Displays — Stuffers — Pamphle' 
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Illustrated is one of many styles. 

Brilliant Diamonds. Fine 14-karat White Gold Chain 
and Settings. Expert Craftsmanship. 

Prices start at $32 Keystone. Additional pairs 

of links easily attached by you in seconds. 


Your customers will use every occasion 
round-the-calendar to add another 
new link! 

CHRISTMAS @ BIRTHDAYS 
ANNIVERSARIES @ VALENTINE’S DAY 
MOTHER'S DAY @ WEDDINGS 
ENGAGEMENTS 


With Add-A-Link Diamond Necklaces 


There Is No Limit To Your Selling Opportunity 
No Duplication Of Inventory ! 
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U sell exciting N EVV 


DIAMOND NECKLACES 






thar G-R-O-W-$ while 


you wear it... 


Minimum order delivered with this beautiful Black Velvet Display. 


Act now... in time for the big 
holiday season ahead. Call, 


wire, write for additional information. 


\ KASPAR & ESH 


BR 126 West 46th Street, New York 36, N.Y. 





Manufacturing Jewelers — Diamond Importers 
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Exclusive 2 . Detail 
Creation by = 
We sZi A patented, fabulous new setting 
that makes the larger center dia- 
mond look like a dazzling heart! 
THE GREATEST NAME Comes in 14K yellow or white gold. | 
a eee Fo, NSS ALSO AVAILABLE WITH MATCHING WEDDING RINGS ! 





GOLDSTEIN-GERSON CO. INC. creators of FIANCEE INTERLOCKING DIAMOND RINGS ( 


130 WEST 46th STREET NEW YORK 36, N. Y. 
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Sterl; 
bead: 












All sterling ro- 
sary, plain sterling 
beads. , 





R400 $5.75 


Sterling, hand-en- 


oe graved cross, plain 
> sterling round 


wy beads. 
a, 


% a R500... $7.25 § 
Sa All sterling ro- 
hs sary, plain sterling 
“Be beads. 
Ss Available in 10kt. 
ee $60.00 ea. 
ey, 
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Sterling rosary, 
hand - engraved, 


‘y diamond shaped 
corrugated ster- 


ling beads. 
a Available in 10kt. $75.00. 





ry 
Black Round Beads. 
Sterling, hand - en- 
graved cross. 


R320. ........$7.75 a 












R81 Pe 
Sterling, black oval 
beads, 


231 PINE St. 
PROVIDENCE R. t. 
: Crafted of precious sterling sil- 


whe 
Al ver and each rosary 


the Medals. Medals are actual size. ; 
a finest beads available. With Cat- Rosaries are half-size and all A 
L “ge amore... you have the finest come gift boxed. g 
a ‘a, - 
: a, yf 
@. 
“Ny e 
; R315 . $7.75 
‘ Sterling rosary, 
R48 $4.95 hand - engraved 
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in Sterling Silver Rosaries and 


cross. Corrugated 








sterling beads. 
1154 $2.80 


Sterling, St. Chris- 


topher, hand-en- ie -£ 
graved. Enameled. 

ge 
fd 


R42 ...... $12.00 
Sterling, hand - en- 
graved cross and 
center. Sterling fil- 
igree capped. a 
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1128 $2.25 iy Fa 
Sterling, Miracu- fe JX 
lous Medal, hand- f ») 
engraved. ’ L») , 
Wae@ ..;.... $9.75 y 
Sterling, hand - en- 
graved cross and 4 
center, full tin cut : nal 
beads. * x. 
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R300 ........$6.60 
Pearl, sterling, 
hand-engraved cross’. 


i 
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be 
Se 








ae R300 $6.60 
aft Sterling, hand - en- 
Zz graved cross. Crys- 
1119 $4.40 aid tal fire polished 
Sterling, Miracu- fay beads. Available in 
lous Medal, hand- asst. colors. 
engraved. 



















R76 . $15.00 
Genuine Rock Crys- 
tal, sterling, hand- 
engraved cross and 
center. 














1145 $4.75 
Sterling, St. Chris- 
topher, hand - en- 
graved. 

















All Prices Retail 


Write for availability of a franchised 
Columbia Tru-fit agency in your community. 


olumbia 


op 99 
DIAMOND RINGS 


DIVISION OF AXEL BROS., INC., 21-10 49TH AVE., LONG ISLAND CITY 1, N.Y. 











The Guardian Angel 
contracts to permit easy 


passage over knuckle... 
then self-adjusts to 


finger contour, holding ring 
safe, comfortable, perfectly 
positioned always! 


only ONE ring...in all the world... 


gives YOUR CUSTOMER the lifetime protection, security, 
self-adjusting fit and perfect comfort of “Guardian Angel’’... 


gives YOU the sales-pulling power of the exclusive Columbia 
“Bride’s Book” compiled by, and merchandised through, the 


bride’s own magazine, Modern Bride...a pull of 


S,000 CONSUMER INQUIRIES PER MONTH! 











BECAUSE I’M ASSURED MY FULL PROFIT 


WITH NO UNFAIR COMPETITION!” 





... says George J. S/oan, 
of S/oan’s Jewelers, 
Tulsa, Oklahoma. 


e “Naturally, Girard Perregaux’s excel- 
lent method of price maintenance that 
protects all its dealers from unfair ‘cut- 
rate’ competition is only one reason 
we re so enthusiastic about the line. 
Another is the wide selection of styles 
and prices. 

“Our store caters to every price 
range, yet we cannot afford to carry 
tremendous stocks or many different 
lines. GP has over 250 styles to choose 
from... and while the price range 
goes from less than $50.00 to more 
than $5000, much of the line is priced 
from $49.50 to $100, which accounts 
for most of our business. As always, 
the combination of a fine product and 
fair. impartial business ethics is un- 
beatable.” 


GIRARD PERREGAUX 


Fine Watches Since 1797 
610 FIFTH AVE. « NEW YORK 20, N. Y. 
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THERE IS 
ONLY ONE 


You do yourself and your 




















customers a real favor when you 
feature Opalite jewelry. In all the 


world, nothing compares with the 





precious everlasting beauty of a 
genuine Opalite, the proud fashion 
for all ages . . . a trustworthy 


value and a proven profit maker. 





If you care to sell the best, 
show the complete Opalite line 


with confidence. 


rnd America’s finest stores feature Opalite: Pins, in 
Sterling or Gold-Filled; Pendants and Earrings 

sind in Sterling, Gold-Filled, 10 Kt @ 14 Kt, White 

vitae or Yellow Gold. Distributed by leading whole- 

ne, salers everywhere. 
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MANUFACTURED EXCLUSIVELY BY INC. 





501 N. 19TH STREET, PHILADELPHIA 30, PA. 
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AUTHENTIC 
FRATERNAL GIFTS 


ORIGINAL DESIGNS -« BRAND NEW LINE 


each = each 


CAST MA : “ ~ e A poe 7 ‘ : ins : Gothic Bookends 14.95 7.50 
METAL 4 ie ‘\ i> ® \ | ! | £ = | Shelf Bookends 10.95 5.50 


Accurate Thermometer 4.95 2.59 
ea] Perpetual Calendar 4.95 2.50 


A we TA . eo Hf] Streamlined Pen 
SUBSTANTIALLY Ae r i ) fu f : BX ¢ _. fa. ot sea 
aD Ais Hs TUN eters < : wi n 
eaainrany i sete) Lt (a aa BE ; ; fone 
FINISHED : : = ss +8 << eee = a= = = ss Hobby Pen Stand 
Vy mplete with guar- 
a cei = i | a aes oe 7.95 
ANTIQUE | we : aa I Sextette Pipe Rest ‘13.50 
GOLDRAY AN ng 38 Die a | 
FOR , : ys? | ; Ne i Quartet Pipe Rest 9.95 
EVERLASTING ee oe ae ae 4S ee 195 
APPEAL i in a iia 


Bells 4.95 
Oval Ashtray 4.95 


Island Ashtray 


THE PRIDE ; : é ; Ku i Cigarette Box 
OF EVERY y J — 
LODGE 
MEMBER 


IF YOUR 
: , fon ye WHOLESALER 
INDIVIDUALLY 7, : 
GIFT BOXED Pe OVAL ASHTRAYS ™ ” ee CANNOT 
4 a SUPPLY YOU 
WRITE DIRECT 


TO US. 
PROMPT 
DELIVERIES 


ISLAND ASHTRAY CIGARETTE BOX ISLAND ASHTRAY 


Available in: MASONIC - SHRINE - EASTERN STAR 
ODD FELLOWS - EAGLES - MOOSE - ELK - K of C 


Manufactured Exclusively by 


WHARTON MANUFACTURING COMPANY 


Creators of Metal Gifts of Distinction 
2012 WHARTON STREET ¢ DEPT. JK1 ¢ PHILADELPHIA 46, PA. 
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but only Sanilirw does everything 
fo give you packages “wrapped-in-beauty” 


in the new “amily Strijou: Pattern... 














Better than 2 bows a 


minute with the improved 


Satintone Bow Machine! 


Winds perfect bows everytime ... Reduces bow 


making time 50% ... Eliminates ribbon waste... 
permits a greater variety of distinctive bows... 
Takes 2", %”, 1%” Satintone. Now you can 
utilize slow periods to build a stock of bows 
for busy times. So simple to operate that 

even inexperienced help can learn to 


wind two bows per minute. 


&y 


? 


$19 50 “N 


with purchase of 48 bolts of 
Va", Ya", or 1%,” Satintone. 


for more distinctive 


| 


7 


Love 


Christmas gift packages 


New Candy Stripe design adds spice to the wide 
selection of lustrous SATINTONE, the only gift tie 
that... 
curls into breathless bows . . . strips into desired 


sticks to itself to make tying easy .. . 


widths and features the same vibrant color and 
sheen on both sides. # Ever popular curling 
cotton RIBBONETTE. ® New designs in Christmas 
counter roll papers. @ Complete program includes 
merchandising ideas, training suggestions and 

blueprints. Mail coupon today for information. 


CHICAGO PRINTED STRING COMPANY 


2300 Logan Boulevard, Chicago 47, Illinois + 225 5th Avenue, New York, N.Y. f th, 
pom. |! V4 


Pe co =~ 
27 
¢ 


| 
% 





s 

Pe 
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Chicago Printed String Co., 2300 Logan Bivd., Chicago 


Gentlemen: At no obligation to me, please send me 
additional information on: 
1 OO Your Newly Improved Bow Machine 


(1 Samples and Information about your 
‘‘Wrapped in Beauty’ packages. 


address 


city zone___state__ 
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. First and finest — _ locking rings ! 

















Simply press gently together and “click”—they 

are locked. No pins, tools, or gimmicks. No 

-. twisting motions or complicated customer instruc- 
4 tions. Unlimited freedom of design, and nothing 
? to obstruct light at the base of the diamonds. 


To unlock — gently = pull apart. 





GRANAT. 
Mnfeaterrig Company 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 





iced from $100 retail 







































































Seth ‘Part 





A Bright Got, 
ee our Kiletecr ! 


of tg 





Coth Thomas 


Extra bonuses PLUS 





















Increase sales excitement for extra 
profits on popular Seth Thomas’ clocks 
and watches. 


“P W 
ert Electric Clocks 


These self-starting sales makers are available 
in 2 extra-profit introductory offers. 


Offer No. | 


Order 8—2 each red, blue, yellow and green—Get 1 
Pert red at half your cost. Your cost, $27.37. 


Your discount 38.6% 
PLUS— Full-color merchandising display —free! 


Offer No. 2 


Order 4 red; 4 yellow; 2 green; 2 blue—and get 1 Pert 
green FREE. Your cost, $38.64. 


Your discount 40% 
PLUS — Full-color merchandising display —free! 


Spark your electric alarm clock sales with this 
special MINX-VISION Lucky “7” Offer 


Purchase 


2 Minx, Plain 
2 Minx, Luminous 
1 Vision, Mahogany, Luminous 
1 Vision, Blond, Luminous 
1 Vision, Blond, Plain 
PLUS—1 Vision, 
Mahogany, Plain for... 








Your 
Cost Retail* 
$ 6.44 $ 9.90 
7.26 11.90 
6.07 9.95 
6.07 9.95 
5.46 8.95 
1.00 8.95 
$32.30 $59.60* 





Your discount 45.8% 


Act at once! Get your share of these profitable deals. 
Write your distributor for complete information today! 


50 
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Offer No. | 


Order any 3 Seth Thomas Rotor Watches, plus any 
3 other Seth Thomas Watches (you may include 
Rotors) and you receive FREE this compelling point- 
of-sale display. 


Offer No. 2 


Order any 4 Seth Thomas Rotor Watches, plus any 
8 other Seth Thomas Watches (you may include 
Rotors ) and you receive FREE: 


I. This compelling point-of-sale display 
2. A Manager clock imprinted with your name—or 
one of the following clocks 


a. Sharon-Echo— Electric Strike 
b. Woodbury —Electric Strike 
¢c. Buckingham—Keywind 


Offer No. 3 


Order any 6 Seth Thomas Rotor Watches, plus any 
12 other Seth Thomas Watches (you may include 
Rotors) and you receive FREE: 


I. This compelling point-of-sale display 

2. Any $33.75 (Retail FTI) Seth Thomas Watch of 
your choice, or 
A Manager clock imprinted and a Silhouette clock 


SETH THOMAS 


Thomaston, Connecticut—Division General Time Corp. 


*Tax extra +Reg. U.S. Pat. Off. Prices subject to change 


tf 
profit-making offers for 55 
hard-selling displays 


Here’s the new Sw SMU for 55 


3 extra profit-making offers! 





Display, Manager clock and other free merchan- 
dise shipped direct from factory. 


No limit to the number of “Star Show Case” 
offers. 


Take advantage of this profit-making opportu- 
nity! Contact your distributor salesman today! 


Masterpieces in time since 1813 
Delta C & S flies on Seth Thomas Time 


















rs item 


Quality .... 14 KARAT GOLD FILLED 
Packaged . . Luxurious gift boxes. 
Points ..... Fine and Medium. 


Priced ..... Pen or Pencil $8.75; Set 
$17.50. 


Three-piece set $20.75 
Prices include F.E.T. 
A. T. CROSS COMPANY 
53 Warren Street * Providence 7, R. I. 


Quality and Craftsmanship Since 1846 
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“SMART SET” 


“semca 


A sensationally NEW desk pen set clock 









with alarm...makes a timely present for business or home. 
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to retail at 


“19” 


West Coast Prices Slightly Higher 


Model No. 122... What more can an executive, collegian, office worker or home 
maker wish for...all in one unit! This unusually attractive set features two Pape 
Mate desk pens. Jeweled clock with gleaming gilt case and matching swivel pe 
holders. Full raised gilt figures, or raised gilt figures and hour indicators, luminor 
hands and hour dots. A sensational value ...at a very modest cost... the ideal gi 
for every occasion. Size: Base 644”, Height 312”, Width 112”. 

Consult Your Wholesaler 

semca clock co., inc. Manufacturers of Phinney-Walker Clocks Since 1915 
30 Irving Place, New York 3, N. Y. 


CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 103 Richmond Street East, Toronto 1, Canada 


ONE 






Copyright Semca Clock Co., I 
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“TAG WITHOUT A BOOMERANG... 





hen you sell QUALITY, you eliminate the 
rebound transactions of dissatisfied customers. Dependable products 


stay sold. Imitations are only imitations. 


Whiting & Davis jewelry has been good since 1876 —a seventy-nine 


year old insurance of doing business with pleasure and profit. 


WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINCE 1876 
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.». With full margin too! Under the General 
Electric Small Appliance policy of strictly enforced 
Fair Trade, you are selling more G-E Small Appli- 
ances than ever before—and at a full margin of 
profit! 

Fine appliances, at exceptionally low Fair Trade 
prices have proved mighty popular with your 
customers. 


We're going tocontinue our full-scale campaign 
against all price cutters—because this policy has 
been successful for you and for us. 


Here’s what we have done to protect 
your margin of profit... 


16.433 Fair Trade Agreements have been signed 
with retailers—/arge and small. 


34,540 shoppings have been conducted in 44 
states—wherever we had reason to believe 


Under G.E.’s Policy of Strictly Enforced Fair Trade... 


You’re selling more G-E Small 
~ Appliances than ever before! 


that a retailer—/arge or small—was not 
observing Fair Trade prices. 


6,614 retailers—/arge and small—have received 
one or more registered letters concerning 
alleged violations. 


1,222 legal actions have been takenin 25 states. 


Here’s what we're going to do... We will 
continue to shop retailers in every state that has 
Fair Trade Laws. We will investigate every com- 
plaint of illegal price cutting by retailers on General 
Electric Small Appliances. We will seek voluntary 
agreements to end Fair Trade violations wherever 
they occur. 


And we State that we will take legal action in 
every case where it is necessary to enforce com- 
pliance with the laws. 


Fair Trade Means Fair Profit... 


Here’s what you can do to protect yourself... 





Every retailer who believes that the Fair Trade 
Laws can assist him in building a sound busi- 
ness can be a real help in the campaign by 
following three simple rules: 


1. Sign the voluntary Fair Trade agreement 
which he receives from us. 


2. Observe our Fair Trade prices. 


3. Whenever he has positive evidence that a 


retailer is selling any G-E Small Appliance 
at less than the Fair Trade price, he should 
report it immediately to: 


Fair Trade Section 

Small Appliance Division 

General Electric Company 
Bridgeport 2, Connecticut 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Small Appliance Division 











Manufacturers of Toasters - Grills - lrons - Mixers - Coffee Makers - Clocks - Fans 


Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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N-7517 
E-7517 
Sterling 


N-4232 

E-4232/1 

B-4232 (Bracelet not illustrated) 
1/20-12K Gold Filled 


K-7078 
Sterling 
or 


1/20-12K 


For her charm collection... 
Hundreds of different charms and bracelets 
either 14K Gold or Sterling Silver 


ows the time 


. and none too soon, to place your stock 


order for Carl-Art jewelry for holiday 


giving. You'll find Carl-Art has an aura of 
beauty and elegance that creates the 


“desire to possess”. 


CARL-ART JEWELRY — THE IDEAL GIFT 


P-2379 
with Cultured Pearls 


Sterling 


AVAILABLE THRU YOUR WHOLESALER 


CARL-ART inc. 


PROVIDENCE © RHODE ISLAND 


New York Office: Mannie Levine 
1 West 34th St., New York, N. Y. 


Chicago Office: Howard D. Seebeck 
10 South Wabash, Chicago, Ill. 


Los Angeles Office: Norman R. Gustafson 
3646 Mt. Vernon Drive, Los Angeles 8, Calif. 
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Sessions Tee Vee. 
and Aguas Clocks 





THE ALARM CLOCK PACKAGE 


All advertised in full 
color in the Nov. 15 issue 


2 Pixie Alarms 

2 Enchantment Alarms 
2 Sweetheart Alarms 
2 Interlude Alarms 





THE KITCHEN CLOCK PACKAGE 


2 Tea Time Clocks 

2 Connoisseur Clocks 
2 Coppersmith Clocks 
2 Brass Huntingtons 


Styling by Mac Tornquist 


of LOOK. 


All advertised in full color 
in November GOOD 
HOUSEKEEPING. 













Here’s the new TeeVee, 
the clock that never forgets. 
Turns electric appliances on 
and off automatically. Now 
being advertised in The 
New Yorker, Sports Illus- 
trated, Holiday, and the 
New York Herald Tribune 
T.V. Weekly. 


This is the Aquarius “un- 
derwater mystery” clock 
that made such a hit last 
year. Retailers like you 
sold thousands of Aquarius 
clocks in 2 short months. 
This year it’s back again to 
boost your gift business. 


To cash in on Sessions Fall advertising, you 
can now buy assortment packages con- 
taining 4 different kitchen or alarm clocks 
in ‘‘years-ahead’’ styles by Sessions! 


Who says you can’t stock a complete assortment of 
famous Sessions clocks? 


Sessions makes it so easy for you to have a clock 
for every taste. Here are the clocks your customers 
will be seeing in full color ads in the Fall magazines: 
Place your order now for the year’s most exciting 
clocks in the year’s most exciting buying opportunity. 


TeeVee SPECIAL 


Ask your Sessions distributor salesman about the TeeVee 
demonstration display which graphically illustrates the uses 
of this sensational new clock idea. It’s available to you 
at cost. 


e€sSsions 


| nal 




















YEARS AHEAD IN ELECTRIC TIME 





MALTIMPTITES BY CORO CRAFTSMEN 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 


Necklace, bracelet, pin each $5, earrings $3. Prices plus tax. Available in two-tone gem colors in gold-tone settings 
ice Blue in silver-tone settings, At all leading stores or write CORO Inc., New York 1, Dept. 


gwen by Fisveses tartig 


“Elegance” by Coro... AS SEEN IN VOGUE MAGAZINE 


One of a series of advertisements that is telling and selling millions of your customers in full-page 


color ads in the country's leading fashion magazines. It will pay you to stock CORO, THE BEST 
KOWN NAME IN FASHION JEWELRY. 


For further information write CORO INC., 47 West 34th Street, New York 1, Dept. HB 
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WESTCLOX presents with pride 



















THE MOST UNUSUAL WESTCLOX EVER MADE...HAS TERRIFIC SELLING FEATURES 


@ Chime alarm @ One knob winds both time and alarm 

® Quiet Tick @ Luminous switch indicates when alarm is set 
@ Luminous Dial and Hands @ Sweep alarm indicator 

@ Non-breakable crystal @ Cushioned base 

@ Dust-Resistant Case @ One knob sets time and alarm 


In White and gold color, or Black and gold color, retails at $125 








ESTCLOX 


Clock of Tomorrow 
ASSORTMENT NO. 520 


Clock of Tomorrow 
“ol "*LIGHT-MOTION” DISPLAY 
lO LOnUn CAN ' NO. 540 





+ Dramatically displays two 
Clocks of Tomorrow—one 
in white and gold color 
and one in black and gold 
color. Strikingly designed 
FREE merchandiser. Easy 
to set up. Factory Packed. 


Dealer Cost $15.74 


a Revolving lampshade with 
selling message is a real 
eye-stopper. Motion stops 
‘em—light sells ‘em! 

The display is FREE with 
two white and two black 
Clock of Tomorrow models. 


Dealer Cost $31.48 











1E 








ge FOR YOUR PROTECTION WESTCLOX PRODUCTS ARE FAIR TRADED IN ALL STATES HAVING FAIR TRADE LAWS 
7 WESTCLOX 
HB MADE BY THE MAKERS OF BIG BEN-LA SALLE- PERU, ILLINOIS Prokuate of Fd Corporation 
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As advertised in full color in HARPER'S BAZAAR, Septembep 


Golnerueucinc| 

from Nature, 

created for Fashion... 
Trifari’s 

textured trilogy 
called 

GOLDEN BARK. 


~~ IRIEMRI 


In golden or platinum-toned Trifanium. Necklace, $10.00; 
Bracelet, $7.50; Earrings, $4.00. Prices plus tax. 


Jewelry designs copyrighted. Not authentic unless stamped Trifari. 
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Below are 7 ways in which we pian to build a healthy, 
free, watch business for reputable retailers: 


1. We pledge . we will apply most rigid controls in the distribution 
of Favre-Leuba Watches. W eset up 4 positive program of corrective 
action to maintal s s and avoid leaks - - - 


2. We pledge that we will sell only to highly reputed retail jewelers; and 


that we will never sell to “eut-price” operators OF industrial catalog com 
panies oF Joor-to-door,canvasser: 


3. We pledge to protect our dealers (and ourselves) against any attempt to 
bootleg our watches - +: ach Favre-Leuba watch will be registered by a 
serial number which will be recorded along with the name of the retailer 

to whom it was sent. 


4. We pledge that we will make every effort Favre-Leuba 
watch will be sold to the consumer at th i snts of sale 
... We will list-price our watches at ason: i ugh to 
assure an equitable profit for the dealer — ™° i 

consumer a definite value --- 


5. We pledge that only the m ponsible jewelers in each community 
will be considered for the re of Favre- euba watches. These jewe 
ers will be outstanding dealers of the highest character, who have uilt 
their reputation, and theit success, OM progressive metnods, competent 


merchandising and unquestiona le integrity: 


g. We pledge that we will support our dealers with most effective advertis- 
ing and point of sale aids to educate the public in the wisdom of purchas- 
ing watches of Favre-Leuba quality from 4 reputable store, at f air 

retail price- 














e—that it’s good judgment to develop 


] jewelers, who can, 1 turn, build a 
i ommunities. 


u j Dp : 
Inq tes rom Re resentative 


_ ‘ 
Jewelers are invited 


ANA Sa oie h 
Me Aehed vv E U = 
Watch and Chronometer Co., Inc 


kena 
- {ul 4 
recred lor ray cura 
cV 
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H AVENUE, NEW YORK 
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Perfect Diamond 


Kem Playing Cards 





Lear fie poles 
Je teat oat (nats 


KEM PLASTIC 
PLAYING CARDS 


KEM PLASTIC 
PLAYING CARDS] 


The Gift she'll be prowl ot 








KEM CARDS to ahi : 
profitable advantags Ws 
free with initial order. 


LUXURY PACKAG 

ADDS SALES APPEAL: 
Double decks in black plestic 
case retail for $7.50 : 


Triple decks in cloth-covered 
box retail for $11.25 


Pan 
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TDY source of Supply and 
Copy of our booklet, “The E 
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Exquisite, d 
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Wedding Ting by Byard F, Brogan, about $500, 
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Visic op Jeweler Playing this Paladins 
Sign, Y, u will be s WN pallad, m Jewelry 
that’s lashionably Pealing. 
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THE INTERNATION 4, NICKEL COMPaNy. INC. 
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You’re going to SEE more, 
SELL more Sheaffer's! 

















“TWO FOR THE MONEY’’... SELLING SHEAFFER 


Herb Shriner mixes homespun humor, wit and philosophy with 
interesting questions in a manner that has earned him world-wide 
renown as a humorist, and has earned this show one of the highest 
ratings in TV. Full CBS network TV coverage. Check local listings 
for time and channel. 




























“NAVY LOG’’... SELLING SHEAFFER 


Action! Excitement! Realism! True life adventures with men and 
women of the U. S. Navy. A brand new series of dramatic, 
action-packed episodes taken from Navy Logbooks. Produced 
under Navy supervision especially for TV presentation. Full CBS 
network TV coverage. Check local listings for time and channel. 








“PENNY TO A MILLION’’... SELLING SHEAFFER 


Starting with one penny, contestants have a chance to run it up to 
one million pennies as quizmaster Bill Goodwin fires the questions. 
Excitement grows as the “tote board” doubles and redoubles winnings 
with each correct answer. Full ABC network TV coverage. Check local 
listings for time and channel. 











ONLY SHEAFFER MARKETSA COMPLETE LINE | meana bigger-than-ever volume of pre-sold custom- 
of writing instruments and accessories. Only Sheaffer ers for you, with your profits protected by Sheaffer’s 
has three (3) network TV shows to move the goods! unwavering fair pricing policy. Get set to SELL 
Millions of ‘living room demonstrations” every week more Sheaffers. Stock the complete Sheaffer line. 


SHEAFFERS 


NY 


W. A. Sheaffer Pen Company, Fort Madison, lowa, U. $. A. @ In Canada: Goderich, Ontario ¢ In Australia: Melbourne @ In Great Britain: London 
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“I would be lost without it. I 
use it every day.” 
STECKELS JEWELRY 
BANGOR, PENNSYLVANIA 


“ 
+ + one of my most valuable 


items in my place.’’ 


Joseph F, Milano 
Economy House 


lbridge, N. J. 


JEWELERS 
PROFITS 





“Often find myself browsing 
through its pages looking for 
new ideas.”’ 


Bert Block 
Seattle, Washington 


“‘Some people can never use a 
guide. Some do not want to. As 
for me it’s tops...” 


John J. De Vogel 
Albany, New York 








ae | JEWELERS 


“I find the Buyers Guide indis- 
pensable.”” 


D’ Albert Saguto 
Washington, D. C. 


“It is a very valuable book of in- 
formation and it should be a must 
uith ev ery jeweler.”” 


Frank’s Jewelry 
Freeport, New York 





RE COMMENTS FROM ENTHUSIASTIC JEWELERS COAST TO COAST 


“Of all publications we receive 
in the jewelry field, we consider 
this the most valuable.”’ 


Garde Jewelers 
Hartford, Conn. 


“. . . a great help to us out in 
the west.”’ 


Gaylord V. Shook 
Burns, Oregon 








PROFIT MORE 





A DECADE ¢ 
Serving the| 
Jewelry I ndust 






A Decade 
of Serving the 
Jewelry Industry 


aD Y 3 MORE PROFITS 






the Greatest and most Valuable Concentration 
f Sources of JEWELRY and RELATED 
PRODUCTS available!!! 


LER 


Thousands and thousands of suppliers 
listed alphabetically throughout the na- 
tion with address, phone number and code 


to what they manufacture or import. 


Most complete and up to date list of Trade 
Marks and Trade Names. 


Clearly illustrated Silver-Plated Flatware 
Patterns giving name of manufacturer and 


various style names. 


Complete information on various Gems 
giving refractive indices, hardness, color 
and other information on all Gem stones 
to help you sell. 


Post paid return order cards which have 
offers found nowhere else giving oppor- 


tunity for greater profits. 


Illustrations throughout the book of new 
styles and new lines being offered — used 
consistently by retailers, wholesalers and Tells You Instantly 
manufacturers for spot requirements, new 


store openings, producing ideas and to find W 
items to increase volume. 


MAKES IT... 
S009 UF... 
SERVICES IT! 


_ MORE MONEY MAKING IDEAS! 


















WL (ya YOU GET YOUR Cop 


HERE IS WHAT HAPPENED LAST yey, 






We were Unahl 
supply hundry 
orders hecays, 
last edition 
out in Mare}, 








Trade discounts, as you know, are usually 2h 
We offer i 


10% DISCOUNT FOR CASH! | 


Here’s why. While cash payments for regular merchandise are worth only 2%, we have found) 


SPECIAL DISCOUNT 


PLEASE RUSH 


our copy of the 


10th Anniversary 





¢ 
f 
% 
+ 
: 





JEWELERS’ BUYERS GUIDE that bookkeeping costs are higher on an item like the Jewelers’ Buyers Guide. We are go 
for 10 days free examination to to pass this on as a SAVING TO YOU if you will cooperate by sending remittance with ome 
the attention of i 
Mr. f 

[_] Bill ot the regular price of $3.75. i i 





10 Day Return Privilege applies. 


= H es 4 
[_] | am enclosing $3.37-as full pay We will send you an immediate 477,00. 








ment. . refund if you decide to return the = 

(Regular price of $3.75 less 10% Guide for any reason whatever. City State 
Cash Discount). 

Same return privilege applies She Publisher 

whether you send remittance now 

or later. 


Jewelers’ Buyers Guide 1475A Broadway @ (Times Tower Building) @ New York 36, N. Y.@ OXford 53 
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CRenmrliONsS 


Guaranteed for life 


Only ORA offers you all these features 
... plus important national advertising 
and merchandising aids 


ar 


. 7. oe ie 1 oe ee 


Lifetime guarantee for Ora’s luxury look. Ora’s 
genuine rhodium and gold-plated settings 
never tarnish or change color. The bril- 
liant imported stones are permanently set. 


eNO 
"aes a 
@ 


+ ‘s Ld 
ed 





True feminine appeal enchantingly captured by 
leading women designers of our creative 
staff. 





Ora jewelry moves fast. You always get full 
price for it...no markdowns or clear- 
ances. 





Keystone markup or better. Check! Compare! 


Ora Creations consistently offer you big- Occasion: Necklace, $132 per doz.; Bracelet, $84 per 
ger profits. doz.; Earrings, $36 per doz. pairs; Keystone 


Many plus features, too. 34 years of manufac- 
turing integrity. The quality of each piece 
equals or exceeds the sample. ..no substitu- 
tions... honest shipments. Complete deliv- 
eries the rule... back orders the exception. 


impressive 
National Advertising 


Full-page, full-color 


f 


4 
Q “he / 
lly 2 Effective sales helps. Free display cards, repro- advertising .-- builds 
ductions of full-page, full-color national prestige . . . creates de- 
advertising... handsome rhodium and mand... for Ora crea- 
i ; velvet counter and showcase cards... tions and for you. 
mats and cuts... to help you make more 
have found sales. 


le are got 


with | ss eee eee ee oe — oe ae ee ae oe oe oe oe oe oe ee oe oe oe 


Ralph Singer Co., Dept. JK-9 
656 N. Western Ave., Chicago 12, Ill. 


1) 
1 
' 
4 Caprice, $60 per doz. ’ In Canada: Cavendish Jewellery, Ltd. 
! 
r 
1 








pairs, Keystone Montreal 1, Canada 


[_] Please send samples of your newest Ora Creations. 
[_] Please have representative call. 





























Name 
Company 
Address 
Epic, $84 per : 
doz.. Keystone City. Zone State 


102-55 8 
Le eae eea2 wean aveanaeeaeneaanaanaannaanaanananaoanonaa!? 
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CLUE “A” as seen in: LIFE, LOOK, 
ag PHOTOPLAY, MODERN SCREEN, HOUSEHOLD 
























“LET ME CLUE YOU ABOUT MEEKER’S 
BIG CHRISTMAS ADVERTISING CAMPAIGN 
ON HANDBAGS AND BILLFOLDS” 


— says Wally Peeker 


famous Private Eye 








‘‘All the evidence shows that Freeman Johnson, Eddie 
Fowks and those other fellows at the Meeker Company 
in Joplin know all the angles when it comes to making 
the finest leather billfolds and handbags. And they know 
the ropes, too, when it comes to putting out an adver- 
tising and store promotion campaign that will make 
that merchandise disappear right off your counters!” 



























CLUE “B” 


SEND FOR YOUR FREE COPY! 
Find out “WHO DUN IT” in “THE CASE OF THE 
MISSING MEEKERS"...a Pocket Book Edition of 
Meeker's Fall and Winter Catalog of Billfolds and 
Handbags. 


CLUE “C” 
Send for Meeker’s exciting Christmas Promotion 
Package containing... background display mate- 
rial... billfold holders...handbag display cards 
...newspaper mat ads...radio commercials... 
window display suggestions ... sales tip bulletin. 





e@ 
Write Advertising Department, The Meeker Co., Joplin, Mo. 
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DOUBLE DISPLAY VALUE 


This graceful Dennison ring box tilts gently forward 
to present one or two rings at an appealing angle. A 
second sharply dramatic angle is obtained by the flip of 
a finger — just lift up the wire display hinge on the bottom 
of the box! 


in a Dennison case 




















yf Fashion colors of plastic in flowing neo-classic lines, ring 
pad of transparent or Karess velvet, white satin cover 

cushion and hand-applied gold leaf decoration make this 
case say “‘Quality”’ in quiet but insistent tones. Your cus- 
tomers will respond because Dennison has designed a ring 
case that is a deliberate SALES-BUILDER. 











Order a supply of these new Dennison ring cases — 
Number 8450TX — from your wholesaler. 






Colors: White, Ivory, Blue and Pink 






Each case comes in individual packer 


* 
RNIVVOOW FOR RETAILERS: A complete line of boxes 


and cases, findings and supplies. 


MANUFACTURING COMPANY FOR MANUFACTURERS: A wide range of 


Jewelers Division <, specially designed paper jewelry boxes and cases. 










MARLBORO, MASSACHUSETTS 
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THESE TWELVE TAYLOR 





FASCINATING, UNUSUAL 


Miniature Pendant Barometer 
with matching thermometer. 
Rich mahogany case with pol- 
ished brass trim. STORMO- 
GUIDE* dial and Taylor altitude 
adjustment make it a reliable 
weather forecaster. 


No. 2494, $21.50. 


Short & Mason Pendant Ba- 
rometer. Imported from Bri- 
tain. Makes an exquisite gift. 
Beautifully finished inlaid ma- 
hogany case with precision 
movement and STORMO- 
GUIDE forecast dial. No. 
2469 YAH—6”, $77. Also avail- 
able with traditional scroll dial 
No. 246912—6”, $72. 






Wakefield Pendant Barome- 
ter. Here’s elegance in the 
classic style! Selected red ma- 
hogany case with polished brass 
fittings. Barometer, thermometer 
and humidity dials carry Old 
English markings. Keyhole hang- 
er for easy wall mounting. 


No. 2472, $35. 





| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

Ship’s Wheel Barometer. An ideal gift | 

for the sportsman! Finely grained, light | 

finished maple with brass spokes and | 

bezel. Exclusive Taylor STORMOGUIDE | 

dial predicts coming storms. For desk or | 
wall. No. 2515, only $13.50. (Also in hand 

rubbed walnut, No. 2512.) : 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 





Elmont Standing Barometer. Patented 
Taylor STORMOGUIDE dial makes any 
man a weather expert. Lustrous hand- 
rubbed mahogany with brass _ finished 
feet. Only $12. No. 2485. 











Window Thermometer 
Has translucent back, mag- 
nified column and _ bold 
scale for reading from a 
distance. Green Tenite 
case; stainless steel brack- 
et. No. 5328. $2.75. 








Indoor-Outdoor Ther- 
mometer Tells both in- 
door and outdoor temper- 
atures from inside the 
house. Sandalwood Grey, 
No. 5330; or Willow Green, 
No. 5329. $6.95. 





*Reg. U.S. Pat. Off. 


TAYLOR 




















Dial Window Thermometer. 

new, modern design ther- 
mometer. Weatherproof plas- 
tic case. Accurate precision 
movement. Stainless steel 
mounting bracket. 


No. 5 320, $3.50. 


York Pendant weather fore- 
caster and thermometer. Styled 
by Walter Dorwin Teague. 
Easy-to-read STORMOG UIDE 
dial. Copper and black enamel 
No. 2479, or two-tone brass, 
No. 2478, $19.50. 


Auto Window Thermometer 
clips on side-vent. Tells out- 
side temperature at a glance. 
Transparent plastic case. Fits 


all cars. No. 5334, $1.19. 
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WEATHER INSTRUMENTS ARE 


CHRISTMAS GIFTS! 


they'te easy 10 sell 
nee they'te different | 





Tune up the old cash register. You can make it hum 
a merry profit tune for you this Christmas with a 
display of these handsome Taylor instruments in 
your store. Most women have at least one ‘‘hard-to- 
buy-for” guy in their lives . . . the-fellow who has 
everything. And these Taylor instruments are the 





perfect answer. They’ re fascinating, unusual gifts . . . 





and they compliment the imagination of the giver. 
Order a complete stock of these wonderful Taylor 
Christmas gifts now. We'll be sending customers 








into your store with a big advertising splash in na- 
tional magazines. Be ready for them. You and 





Taylor can make beautiful music together. 


Taylor Consul “Weather Bu- 
reau” 3 instruments in one! 
STORMOGUIDE dial gives de- 
tailed local weather forecast. Two 
other dials show temperature and 
humidity. Cloud grey plastic case. 
No. 2583, only $10. (Chocolate 
brown, No. 2584). 


Larchmont Combination 
Hand-rubbed solid walnut panel 
and satin grained brass pillars. 
STORMOGUIDE detailed fore- 
cast dial has silvered background 
with gold highlights. Other dial 
tells temperature and humidity. 
A welcome gift for only $23.50. 
No. 2587. 
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KNOWLEDGE 
I. 
POWER ® 


bs | 


Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


it contains an invaluable wealth of information essential to THE JEWELERS’ 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 


265 pages jammed with authoritative, factual information. $ 6. 50 


More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 

of Watch parts PLUS a trilingual vocabulary of horological 


terms. An explanation of Gemstone characteristics, tables of 


weights and measures, Wedding Anniversaries and lists of ORDER 
Birthstones. 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 
Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A limited quantity 


available 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 


Post Pald 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 
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McCall’s Merchandising Guide for Tableware and Accessorie 


VOL.1,NO. 4 
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WIN ten ioemas October 
_~~~=:. Promotions Issue 

ae nation 
Christmas 
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Every issue of McCall’s Merchandising Guide for 
Tableware and Accessories is specifically 
designed tohelp you merchandise and sell. 


This new October issue is timed specifically 
for Christmas sales. 


Discover how McCall’s Merchandising Guide 
can help you increase sales, build profits! 


aengi-onigemie-n a eaten “= THIS COUPON NOW to receive your 


9 
McCall’s 230 PARK AVENUE, bei 9 17, N. Y. qic: copy of McCall’s Merchandising Guide. 


Yes, we want to receive this Special Christmas Promotions 


| 
| 
Issue, and all future issues of McCall’s Merchandising Guide 
for Tableware and Accessories, without charge: 
Name | 
Firm | 
Address 
| 


City Zone State 230 PARK AVENUE, NEW YORK 17,N. Y. 
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SHOWS SALES-TESTED SELECTION OF RONSON LIGHTERS 


in less than one square foot of counter space! 


Make customers stop... look... buy. Catch their eye with this new illuminated lighter 
sales center that turns a single square foot of counter space into the brightest sales 
area in your store. Illuminated, mirror-backed, limed maple cabinet shows as 
many as 15 pocket lighters and 5 table lighters in pilferproof security. 


Here’s how you get this 


NEW RONSON D-12 COUNTER CABINET—LIGHTER ASSORTMENT 











Total retail value of merchandise shown. . $116.55 You sell D-12 assortment for....... $116.55 
You pay at your regular discount......... 69.93 , 
Cabinet ($18.00 Value) costs you.......... 9.00 Plus free merchandise.............. 14.95 
Total Cost...... $ 78.93 Total selling price ...... $131.50 

Ronson will off-set cost by including 

FREE... Your cost for D-12 deal...78.93 
two popular Ronson Pocket Lighters (including cabinet) 
with retail value of..............0085 $ 14.95 YOUR PROFIT (percent Profit 40%) $52.57 


maker of the world’s greatest lighters and electric shavers 



























LONGINES 
The World’s Most Honored Watch 


WITTNAUER 


Distinguished Com panion to the World Honored Longines 


LE COULTRE 
The Most Exceptional Watches and Clocks in all the World 


ATMOS 
The Perpetual Motion Clock | 
WITTNAUER WEATHER-KEY INSTRUMENTS 
VACHERON AND CONSTANTIN 
Products Of 
LONGINES-WITTNAUER WATCH COMPANY AND SUBSIDIARY DIVISIONS 


Since 1866 Maker of Watches of the Highest Character 
580 Fifth Avenue New York 36. New York 
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peaking OF THE JEWELRY TRADE 


e FOR YEARS, left-handed men and 
women have been the subject of time- 
worn gags about left-handed bowling 
balls and left-handed money wrenches. 

But, like the weather—which every- 
one discussses, but no one does any- 
thing about—their unique needs have 
generally been ignored by manufac- 
turers. 

Recently. two manufacturers did do 
something about it. Hamilton came 
out with a left-handed wrist watch and 
Sheaffer introduced a left-handed pen 
point! 

We don’t know how Hamilton is 
doing, but Sheaffer reports that sales 
of its southpaw pen points are up 400 
per cent over last year. 

With one of every 16 Americans 
lefthanded, the potential market for 
left-handed items is over 10 million 
people! 


* A NEWSSTORY from Abijan, 
French West Africa, reports that two 
natives, who can certainly qualify as 
the dumbest in Africa, recently broke 
into an airport office and stole a small 
parcel from a mail bag. 

When they opened it later, they were 
disappointed to discover that it con- 
tained nothing but little stones, which 
they decided were chunks of rock salt. 
Just so their efforts wouldn’t be com- 
pletely in vain, they tossed the chunks 
into their stew for additional flavor- 
ing. 


When the supposed salt failed to 
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season their stew, they disgustedly 
tossed it into a nearby trash can. Local 
police have since rounded up the two 
masterminds and slapped them into 
jail. 

They are now busily combing all 
the rubbish heaps in the area in hopes 
of finding where the trash can was 
emptied. For, the two super-criminals 
had (as you probably guessed) un- 
wittingly seasoned their stew with 
$110,000 worth of diamonds. 

That was the richest food they'll be 
eating for some time to come! 


© TOASTMASTER Products sold 
copies of Life magazine for only a 
nickel during the National House- 
wares Show in Atlantic City. The com- 
pany was hawking the magazines at 
15¢ below the established price to 
dramatize its fight against price cut- 
ting. Life was used because it recently 
ran an editorial on fair trade, saying 
that “fixed prices cannot be enforced 
in an economy that is free, competitive 
and abundant.” 

W. E. O’Brien, vice president of 
Toastmaster, said “I doubt if anyone 
can go to a newsstand and buy Life at 
less than the fixed price of 20¢. That 
plainly is price maintenance.” 

O’Brien pointed out that his firm 
had no argument with Life, feeling 
that it is a good value at 20¢. Toast- 
master took the step as a demonstra- 
tion to publishers who editorialize 
against fair trade to illustrate how the 


breakdown of price maintenance would 
affect their business. 


® FOOD for thought: A New York 
newspaper columnist recently told his 
readers: “The windows | favor and 
linger longest before when window 
shopping are those having price tags 
on the articles displayed. Makes it 
more interesting.” 


© ELGIN has developed an experi- 
mental wrist watch designed espe- 
cially for the growing number of “skin 
divers” in the country. 

The new watch has a tiny cylindri- 
cal gauge at the top of the dial which 
indicates the depth of the water. 

This should be good news indeed for 
these underwater sportsmen; they need 
no longer wait until their faces turn 
blue to learn that they are a little too 
deep for their own good! 


¢ DIVIDING things equally in a 
property settlement may be alright as 
a general rule, but sometimes it leads 
to complications. 

That’s what Mrs. Patricia Haynes 
discovered during her recent divorce 
proceedings in a Chicago court. After 
Pat had waived alimony, arrangements 
were made with husband William for 
an equal division of their common 
property. 

It turned out, however, that the only 
common property involved was Pat’s 
diamond: engagement ring. To her 
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*Not illustrated. 





Mills of Cantus & “Uys 


actual size illustration reproduced from our latest catalog. 


NUMBER PRICE DESCRIPTION 
3RD DEGREE 
572 $66.00 Black enamel outline top 
572-1 $0.00 Grand Knight ring, gavel and 
compass on sides 
*1459-6 66.00 Same as 1459-10 with 3° on 
both sides 
1500X-6 58.00 Plain ring, raised emblem 
1500X-6D 100.00 Diamond center 
1683 50.09 Flush emblem, black enamel top 
1701-6 48.00 Flush emblem, black enamel top 
1701-7 48.00 Flush emblem, black outline 
T1701-7 37.00 10K ring, flush emblem 
1742 31.00 10K ring, flush emblem 


14K yellow gold except as noted. 


AMERICAN 


NUMBER 
1764-6 
1764-7 


511-8B 
511-8BD8 
518 
1701-8D7 
*1701-8 
1736-8 
1459-10D31 


*1459-10 
1937 


PRICE 
40.00 
40.00 


DESCRIPTION 
Flush emblem, black enamel 
Flush emblem, black outline 


4TH DEGREE 


75.00 
129.00 
110.00 
100.00 

54.00 

58.00 
260.00 


64.00 
75.00 


Black enamel, raised white dove 
Diamond in globe 


Black outline, very heavy 


Black enamel top, diamond in globe 


Without diamond 


Black enamel top, raised white dove 


3° and 4° emblem on side, 
diamond center 

Mounting only 

Synthetic ruby top, encrusted 
cross, raised white emblem 


(keystone) 


Wreerreeiine Beary & CO. 


MEMBER sociewrTt y 


Since its founding in 1882 the 
Knights of Columbus has 
become one of the country's 
larger orders . . . a ready- 
made market for high-grade 
fraternal jewelry. These yellow. 


gold Knights of Columbus Rings | 





are of the finest quality and 
craftsmanship and reflect the 
reputation of Wefferling, Berry 
& Co.—they're sure to be 
among your fastest selling 


emblematic jewelry. 


The extensive selection of high- 
quality emblematic jewelry offered 
by Wefferling Berry is well known 
throughout the trade. We manu- 
facture the finest Masonic, Shrine, 
Scottish Rite, Knights of Columbus, 
Elk, Moose, and other lodge and 


fraternal jewelry. 


Write Dept. CK9 for our 
latest 60 page catalog of 
fine emblematic jewelry. 





THE NAME THAT MEANS 


Fine Enllemutte fowcly 


8 ROSE STREET, NEWARK 8, N. J. 
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e — and consternation — the 


surpris 
judge ruled that the ring must be 
equally divided. Husband William got 
the diamond—and poor Pat was left 
with only the mounting! 


e EVEN THOUGH watch manufac- 
turers are busily turning out anti- 
magnetic, dust, water and_shock-re- 
sistant models, they are still one jump 
behind the demands of the woman who 
recently entered a jewelry store in 
Houston, Texas, to have her watch 
repaired. 

The jeweler was astonished at the 
deplorable condition of her watch and 
asked her what had happened to it. 

The woman casually explained: “I 
got it wet, so I put it in the oven at 
350 degrees . . . and didn’t remember 
it until a half hour later.” 


¢ INCIDENTAL information: A new 
clock has been perfected in Germany 
which runs 500 days on the energy 
supplied by two small flashlight bat- 
teries. Its ingenious mechanism is de- 
signed to run only five seconds an 
hour, thus placing a very small drain 
on the batteries. 


¢ AT AN AGE when most boys are 
playing cowboys and Indians, 12-year- 
old Allen Darringer of Richmond, Vir- 
ginia, is proving to be a specialist in 
repairing giant tower clocks. 

His latest repair job was on two 
long-idle clocks at the top of twin 
150-foot hotel towers. Repairs had 

















been estimated at several thousand 
dollars, but Allen went to work on 
them during his Christmas vacation. 
When he returned to his sixth-grade 
classes, the clocks were running 
smoothly again. 

Another of Allen’s amazing repair 
jobs was performed on a 70-year-old 
clock atop the 130-foot steeple of a 
Methodist church. The clock hadn’t 
run in 1] years and, with repairs esti- 
mated at $2,000, the minister never 
expected to see it running again. 

Allen asked if he could give it a 
try —and every Saturday morning, 
when he was free from school, he 
climbed up the tower and worked on 
the ancient clock. A few Sunday 
mornings later, the congregation was 
pleasantly surprised to hear the old 
clock chiming again. 

Allen’s clock-repairing interests be- 
gan during an attack of influenza four 
years ago. To keep him occupied, his 
mother gave him an old clock that 
had not run for years. To her aston- 
ishment, Allen soon had it in perfect 
working order. 

Last May, Allen’s amazing skill was 
officially recognized when the Na- 
tional Association of Watch and Clock 
Collectors invited him to its convention 
in Washington, where the organization 
presented a watch to President Eisen- 
hower. 


* HELP WANTED — expert watch- 


maker who can also do small jewelry 














"It means though that we can't afford to get married 
now for another two years, anyway." 
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repairing; must come well recom- 
mended. Salary $15 a week. Write 
Box 110, JC-K. 

Before you get too steamed-up over 
the miserably low salary being offered, 
we'll let you in on a secret. The ad is 
from one of our issues way back in 
1905—a period often referred to as 
“the good old days.” 


© A JUSTICE of the Peace in the 
little town of Milan, New York, recent- 
ly fined a traffic violator $10. 

The offender surprised the judge 
and the local policeman by his atti- 
tude: He didn’t squawk a bit about 
the fine, and actually seemed happy 
about the whole thing. 

A little later, they learned the reason 
for the offender’s jubilance: he had 
“lifted” the judge’s $75 watch during 
the proceedings! 


* A WATCH manufacturer whose na- 
tional advertising draws mail from all 
parts of the world reports that some 
of the most fascinating letters come 
from inmates of penal institutions. 
Their great interest is the calendar 
watch. They don’t really care about 
the time. They want to see the days 
go by! 


¢ RECENTLY we have been hearing 
a great deal about such complicated 
devices as electric brains, guided mis- 
siles and a variety of atomic contriv- 
ances, 

‘With such awe-inspiring devices 
around, something as ordinary as an 
alarm clock is all but forgotten. Yet, 
the importance of the humble old 
clocks was dramatically illustrated re- 
cently by Dr. E. B. Doll, director of 
weapons effects for the armed forces 
special weapons project. . 

Doll wanted to test the effect of the 
atomic bomb’s unearthly brilliant light 
on the eyes of rabbits. But with the 
test scheduled for the darkness of the 
pre-dawn hours, the rabbits would be 
asleep—with their eyes closed. 

The scientists were thus faced with 
the problem of making sure the ani- 
mals’ eyes would be open to see the 
bomb’s blinding flash. With a surplus 
of technical know-how at his disposal, 
we might expect Doll to come up with 
some amazing device based on radio 
waves or an electric eye. 

But, nothing so complicated was 
used; Doll simply put ordinary alarm 
clocks in the rabbit pens, set to go off 
a moment before the bomb! 
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As one jeweler speaking to another, 
Irving Chayken explains why and 
how the jewelry industry will be 
united this Christmas season. The 
carefully planned program of action 


is aptly called “Operation Cherub.” 


@ A fire is raging . . . endangering the 
retail jeweler’s richest prize— 

his Christmas gift business. 

@ Other industries have recognized 
the potential of this vast market. 

@ They have devised coordinated 
merchandising programs to attract 


gift shoppers to their products. 


pic FIRE raging 


and the jewelry industry 
most important selling season... 
CHRISTMAS. . .is in danger 


theres 2 


who touched off 
this blaze ? 
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OPERATION 


CHERUB 


@Right now our country’s purchasing power is at the 
highest level in our history. This sounds as if we're 
sitting pretty. But are we? Near at hand, there’s a fire 
raging. It endangers the richest prize within a retail 
jeweler’s reach—his Christmas gift business. It’s the 
fire of red-hot competition. 

What used to be your market has become so big and 
so tempting as to attract other industries. Until recently, 
these industries hadn’t recognized the potential of the 
Christmas gift market—for them. But now, hot after 
that market, big industries have climbed into your back- 
yard. Small industries, too! 

Consider hardware—an industry that already has 
attained considerable success with coordinated Christ- 
mas-gift promotions. This year the hardware industry, 
with a nationwide campaign, will hammer home a slogan 
that to you—imbued with the jewelry industry’s tradition 
—will sound like sacrilege: “Make the hardware store the 
family’s gift center.” 

Consider automobiles. Last year car dealers offering 
cars for, say down payment of $190, advertised: “We'll 
deliver your car on Christmas Day.” 

These new competitors are the fellows that, from now 
on, you must watch. As I have told you, they've swung 
into action with heavy artillery. And what are you to 
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Highlights of a talk given by 
jeweler Irving Chayken, _ Board 
Chairman, Jewelry Industry Council 


do about it? Well, available for your use to enable you 
to meet this newer competition and beat it—is artillery 
even heavier. 

It’s called “Operation Cherub.” Having been checked 
and cross-checked and reviewed by your industry’s 
leaders, it is offered to retailers jointly by the Jewelry 
Industry Council, the American National Retail Jewelers 
Association and the National Jewelers Association. 

To begin with, the program will be spearheaded by a 
big section of advertising scheduled for publication in 
the December 3 issue of The Saturday Evening Post— 
on the newsstands November 29. 

What is the origin of the name of this industry-wide 
drive—“Operation Cherub”? It is a “brand,” a “trade- 
mark,” an appropriate and easily recognizable symbol. 
Being so appropriate, the cherub actually took over the 
program to the extent of providing the name for the 
drive. In that section of The Saturday Evening Post— 
and in other phases of the compaign there will be cherubs 
all over the place. 

In that Post section, the opening page will sell the 
retail jewelry store as the right place and the only right 
place which can be presented as “Gifts of Love.” The 

(Continued on page 81) 
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CAN YOU BEAT THAT COMPETITION 2 


_ You can beat that 
“2 </ competition with... 
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; Jewelry Industry Council 
Offered Amer. National Retail Jewelers Assoc. 
National Jewelere Association 


you by 


@ As an individual, acting alone, you cannot beat the concerted 
merchandising drives of other industries. 


@ But Operation Cherub, supported by jewelry industry leaders, enables 
you to meet this newer competition .. . and beat it. 


@ The Cherub, symbol and trademark of the campaign, will be seen by 
millions of people—your customers—during Christmas. 
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opening page of the section will be followed by 
the ads of jewelry-store suppliers, tying-in with 
the theme of that opening page. 

To intensify the effect of the Post’s impact 
in local communities, “Operation Cherub” will 
supply to newspapers across the country special 
Christmas sections, set in type, carrying public- 
ity stories and features that implant gift-buying 
ideas in people’s minds—and providing space 
for local retail advertising. The program will 
also supply radio and TV stations with publicity 
and advertising copy themes and scripts. 

Now, about these cherubs. You’d be amazed 
at how, in the jewelry industry, that cherub 
idea has caught on. For our business, particular- 
ly at Christmas time, the cherub is a natural. 
It’s a figure that, for centuries, has been re- 
garded as a symbol of joy. The ancients called 
it the “angel of light.” 

In addition to ornamenting all the program’s 
advertising, figurines of cherubs, molded in gay 
colors in ceramics, will be available to you for 
use in your display windows and inside your 
store and for sale to your customers as Christ- 
mas tree decorations and for holiday use 
throughout their homes. Specially designed for 
this program, the cherubs will be offered, of 
course, to jewelry stores only. 

Let me draw up a kind of re-capping inventory 
of what the program offers: (1) national ad- 
vertising; (2) nationwide publicity; (3) the 
cherub as the program’s coordinating symbol; 
(4) special set-in type sections for local news- 
papers; (5) a merchandising kit that is at once 
an instruction book and a source of promotional 
ideas and materials. 

(Editor’s note: See panel on following page 
for details of specific merchandising and traffic- 
building helps and costs of various packages.) 

“Operation Cherub” is ready for you to apply 
in protecting your position in your community 
as the gift merchant. 
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Package—*“A” 


Merchandising Helps 
One Official Plan and Idea Book 


containing: 


Newspaper layouts and copy 
Newspaper mats 

Radio commercial 

Direct Mail suggestions 


One Official Colorful (8 x 10) Easel-Back 
Cherub Window Display Card 

Four Official Colorful in-store uneaseled 
Cherub Display Cards (4 x 5) 

One Colorful Cherub Gummed Streamer 

(514 x 22) 

100 Cherub Gummed Stickers for pack: 
ages and store literature 

100 Cherub Gift cards and envelopes 


Traffic Builders 


Two Ceramic Cherub Figures (Size ap- 


proximately 4 x 314) 
Re-Order Lists 


Price and re-order lists for Merchandising © 
Helps 

Price and re-order lists for Traffic Builders 

PRICE OF PACKAGE “A”... . $12.50 


Package—“B” 


Note: Contents of Merchandising Heip- 
same as Package “A” 

Number of Ceramic Cherubs increases 
to 10 


PRICE OF PACKAGE “B” ... . $25.00 


Package—‘“‘C” 


Note: Contents of Merchandising Helps 
same as Package “A” 


Number of Ceramic Cherubs increases 
to 28 


PRICE OF PACKAGE “C” ... . $50.00 


Package—“D” 


Note: Contents of Merchandising Helps 
same as Package “A” 

Number of Ceramic Cherubs increases 
to 70 


PRICE OF PACKAGE “D” . . . $100.00 


(Send your order now to the Jewelry 
Industry Council “Operation Cherub,” 
Room 901, 608 Fifth Avenue, New York 
20, New York.) 


* * * 


@ Here are the weapons to use to protect your Christmas gift business! 


@ The great benefits these aids will bring are out of proportion to its small costs. 


@ Select any of these four packages best suitable for your own business. 


@ Don’t wait for tomorrow—uwrite today—and you will be prepared for tomorrow. 

















Above—Tiny white reindeer seem to cavort in a 
miniature forest of snowy wreath twigs and spires 
in this Christmas window created last year by M. 

J. Kittredge, of Springfield, Massachusetts. 

Right—A tree with branches powdered with snow 
and studded with white glass balls provided a 
dramatic prop for this Zell Bros., Portland, Ore., 
window display featuring sterling silver forks. 
Opposite Page—Gump’s, San Francisco, executed this 


striking window display. A copy card in the 


shape of geld book read, “From Gump’s world 


caravan, Christmas gifts of wonder—imagination.” 
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CHRISTMAS JEWELRY STORE DISPLAYS 


@ The jeweler has a wonderful Christmas selling story to tell—but he needs to tell it im- 
aginatively and forcefully. To his advantage, he has merchandise with great gift-appeal . . . 
products which naturally lend themselves to dramatic displays. To attract the attention of 
the passing holiday parade of shoppers, to make them stop and view your displays, and 


ultimately draw them into the store, your displays must be outstanding. Now is the time to 





do your Christmas window planning. Avoid this year that horrid last minute feeling that if 
you'd just had a littke more time you could have done a better display job! On these and 
succeeding pages are typical window and in-store displays created by jewelers during the 


54 season. They are presented to stimulate you to think and act now . . . today! 
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Left—A professional Christmas interior decorating job speaks for 
itself! Bostrom & Kern, Burlingame, Cal., hung crimson balls from 
almost invisible wires from the ceiling, providing contrast with 


large white stars. Note pine cones atop the wall shadow-boxes. 


Top—Runyan’s of Vancouver, Wash., showed two white deer in the 


center of this window which featured a variety of diamond rings. 


Center—A simple but effective Christmas window created by Jacobs 
3 . 


Minneapolis, Minn. The theme of the display was carried by a card 


in foreground: “Play Santa with Everyone with a Jacobs Gift.” 


Bottom—Against a tall white cathedral background, Stevens & Son, 
Salem, Oregon, featured diamond wedding and engagement rings. 
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Gice Mer — 
‘Wew Colter . . . New Glow 
New Fashion in Watches 


Noy 


With Jewel-Like Crystals 


‘ 

STANLEY LYTHGOE suogests the oew SAPPHETTE 
v watches by OMEGA der that mosf Wanted aiff 
OMEGA furns their crystals into tinted eve 

catching jewels cut and set like diamends 
facet edged te reflect a thowsand exclame 
tion points of light drstinctive colors 
pastel rose, sapphire blue, diamond white 
create an enchanting facade for the 
iF precrous movement within - OMEGA 











1 14. K whue gold. U4 flantes Give a Serving P 
diamonds, diamond white crested. , _ : 
$323 
325 to match her sterling,,, 
248 KR mhue gold, sapphire 
blae crystal $125 









3.14 K whue gold cae and 
» bracelet, 2 diamonds, diamond 
whute crystal. $285 









4.14 K yellow gold, pastel 
rose crystal. $145 
5. 14K white gold. 16 flow 

255 


fess diamonds. § 











GIVE A SERVING PIECE TO MATCH 
You show thoughtfulness when vou add a 
Serving Piece to her sterling set. Her pattern 
was her choice ... you compliment her good 
tage. 


Jewelers Since 1912 


SRoyaMolin 


316 S. W. Alder—AT water 4321 
OPEN EVERY EVENING ‘TIL 9 P.M. 






































CHRISTMAS Newspaper ADS 1954) 


© IT IS a truism that while Christmas itself needs,no promoting, the individual mer- 
















chant’s store does. Already sold on the tradition of gift-giving at this holiday season, 
| consumers are not sold as to where to do their shopping. 

Thus, at the outset of this all-important holiday season it is natural and necessary for 
the individual jeweler to step-up his newspaper advertising. His ads become larger; 
they begin to appear with greater frequency. The manner in which he plans and times 
his Christmas advertising can spell out success or failure. 

Presented on these and succeeding pag¢s are representative selections of newspaper 


ads placed by retail jewelers during the Christmas selling season of 1954. They are pre- 





sented for the purpose of stimulating jewelers to think and plan now for their coming 
Christmas advertising campaigns. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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Opposite Page- -Stanley Lythgoe, of 


Portland. Ore., placed this 2 column 


by 1] VV," 


Opposite Page—Another Portland 


ad last Christmas season. 


jewelry store, Roy & Molin, ran this 


2 column by 5” advertisement. 
Right—Rogers, 


this 5 column by 15” 


type ad the past holiday season. 


Below (Left)— A 3 column by 7” 


Heitkemper’s, Portland, Oregon. 


Below (Center )— 


Scranton, Pa., placed 


institutional- 


ad, 


A 3 column by 8” ad, 


placed by Ronald Jewelers, St. Paul. 


Below (Right)—A 3 column by 


by Carl Greve, Portland, Oregon. 


614” ad. 





The ONE diamond ring 
for the ONE woman 


© perfect brilliont 
bive diamond with two 
half-moon diemonds, and two 
tapered beguette diamonds 
satin plotinwm. 


eae end Piinctively origirel .. 
Peyote Blocked by Port- 
. Gnd. certified gemologist, IS 

ph wot YOU! Heitkemper's ore proud 
i ae hove ite nis ‘chosen to display this finest of blue 
Pe @vorantes glorious pride and satis- 
a Gack fer the one whe possesses iti Come in and 
Sate hredey. 





Price includes Pod. Vax! 
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The Same Christmas for 66 Years 


ys word “QUALITY™ finds its fullest expression and interpreta- 
tion at the A. E. ROGERS COMPANY. Here, all things are 
secondary to QUALITY, that has attained for us the confidence of the 
ic. In maintaining this confidence there can be only one answer 
- QUALITY merchandise, INTEGRITY and ‘our steadfast ad- 
erence to sound and fair business practices. 


QUALITY is the advance agent of satisfaction, it is the good faith of 
the house, and must be trustworthy and confidence-begetting. After 
6 years selling fine Diamonds, it's gratifying to look back over the 
years and know that our trustworthiness, fair-dealing and integrity have 
awarded us with an established reputation of respectability. We have 
always conducted our business the highest principles of honest 
dealing. WE ARE TRUSTED! 


ROGERS has never published a misleading statement, or used highly 
colored sensationalism im its business relations with the public. At 
ROGERS you will find merchandise fairly priced, giving our patrons 
dollar for dollar value in every purchase they make. 


It has been and now is, our privilege to serve not only the sons and 
daughters, but many of the grandchildren of our earliest patrons. The 
name ROGERS is an old family tradition . . . it means INTEGRITY. 
and steadfast adherence to all that is trustworthy. 

We are naturally proud of the public confidence placed in us by our 
patrons and friends with whom we share our 66th Christmas season. 
We invite you to see our exceptional selections of luxurious Christmas 
gift selections, all of which are the ultimate im elegance . . . all fairly 


130 WYOMING AVENUE 


Jewelers Since 1888 
Open Thursday Evening 
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Nothing to Buy Stop in Anytime 
jo Obli for your gift 
« and top » minute to me the 
volves and weil 
hnown br: 
of your 


Tomorrow Night 
MEN'S NIGHT 


‘Ronald Jewelers 
‘ bs -- 3 WABASHA AT Teh 
FREE! “Ys EARRINGS 
TO ALL MEN THAT ENTER OUR STORE 
BETWEEN 6 P.M. by 9PLM. 



















Yer, you'll be proud te say SECO RSS) come from Carl Greve” 
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Never was Time 
so Beautifully Told! 


Enchanting facade for the world- 
renowned Omega movement within 

the jewel-like Sappheue erystal 
im (asesnating pastel-tints. Facets, 
cot te reflect 2 thoasand exelama- 
tion points of light... and so hard 
that ordinary scuffs cannot mar its 
brilbance. Git sepreme! The.Watch with the Jewel-Like Crystal 
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GENSLER-LEE SELLS MORE DIAMONDS 


THAN ANY OTHER JEWELER-IN THE WEST * TAKE 
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WARREN'S 


TIT MAIN STREET TELEPHONE 195 
























Precious 
of your love 
and fine 





truly 









gift from our 


WARREN’S 


brilliant tokens 
lasting gifts that bespeak your thoughtfulness 

To that ‘special’ someone, give a ‘jewelry 
aperb collection Make this Christmas: 


mbols 


of your esteem 


to remember 





Window No. 


WATERMAN PENS from 

SHEAFFER SNORKEL PENS 

SPEIDEL IDENT'S for Men and Women 
Jacques Krelsler MEN'S TIE BAR and CUFF LINK 
Ladies’ BULOVA and HAMILTON WATCHES 
Krementz LADIES’ JEWELRY 

Men's and Ladies’ BLACK ONYX RINGS 
MAEN'S HAMILTON WATCHES 

MEN'S BULOVA WATCHES 

LADIES’ ELGIN WATCHES 

KEEPSAKE DIAMOND RINGS 

ELGIN, BULOVA and HAMILTON Diemond WA 


Bottom Shelf 


SUNBEAM TOASTER 
SUNBEAM COFFEEMAKER 
SUNBEAM RAZORS 


ATLAS CLOCK 





SHAROW CLOCK 
BULOVA RADIOS 
ORESSER SETS 


ENG Z 
: 


S Window No. 
Lovely China Dinner Service to grace 


DINNER SERVICE of 12 ORANGE BLOSSOM 
DINNER SERVICE of 12 MARY STUART 

DINNER SERVICE of 
DINNER SERVICE of 





12 CHINESE MULBERRY 
12 CORTONA 


COFFEE SERVICE 
CANDLE STICKS 

STERLING VASE 
COCKTAIL SeT 

CREAMER ard SUGAR 

Towle Sterling CANDLESTICKS. 
Sterling SALT and PEPPER 





LOTUS, GLASS WARE 
Serland Pattern 








—_ - -_ _ GULBRANSEN 
Window No. 2 
home . 14 differem®t woods to 


BLACK MALAMINE BOWL with the “Today 


UNIVERSAL COFFEEMAKER $19.95 
SUNBEAM FRYPAN $24.95 


TRAVEL CLOCKS $15.75 tc 


America’s Finest Piano 


A YEAR 


TO 






PAY 


scene 









$3.75 to $22.00 
$12.50 to $20.00 
$13.50 to $16.50 
SETS $6.00 t@ $18.00 
$37.75 t $89.50 
$27.50 to $37.75 
$15.00 to $60.00 
$57.75 to $89.50 
$35.75 to $71.50 
$39.75 to $71.50 
$89.50 to $575.00 
TCHES. $100 to $375 











$29.95 





95 less cove 
$165.00 
$23 60 
$32,95 
$49.95 



























$9.75 to $37.00 


2 
your table in pride. 


$120.00 
$150 00 
$165.00 
$135.00 


Distinctive Sterling 


$66.00 
$30.00 » peir 
$9.00 
$10.00 
$24.00 
$33.00 @ pair 
$9.50 « pair 


Luxurious, Sparkling Crystalware 


$30.00 « dozen 


In a choice of colors to match the decor of ‘your 


choose trom 


STAINLESS SALAD SET 













































Opposite Page—Gensler-Lee, the noted West 
Coast jewelry store chain which makes a 
specialty of diamonds, ran this dramatic 
full-page institutional-type advertisement 
the first week in December of last year. 
Opposite Page—Warren’s, Watertown, Wis., 
took a full-page ad last December that 
tied-in cleverly with the firm’s Christmas 
windows. Photos of the store’s windows were 
reproduced in the ad, along with a list of 
items (and prices) shown in the windows. 
Top (Right)—M. Jacoby, Portland, Oregon, 
placed this attractive catalog-type ad 
featuring quality jewelry store items. The 
advertisement measured 4 columns by 1214”. 
Right—“The gift of gifts’—diamond 

wrist watches—was the featured item in 
this holiday ad—4 columns by 1514”— 


placed by Zell Bros., Portland, Oregon. 





CHRISTMAS ADS CONT. 


Here are the most brian git dea ofthe yer = ihe mon wanted gis 
of jewelry from Jacoby's huge collection of fine gifts. Remember. you $ 

mot make your initial payment until January. ee ee -* 
price into 12 equal monthly payments No interest or carrying charges. All 
prices at Jacoby’s include tax 


os.v Broadway » Nears Ald 
MONDAY EVENING “yNTiL ¢ FM 









The gift of gilts...0 fine watch encased 
tm 14k white gold or pletinwe, 
atudded with diamonds | the traly 





collections. of which we 
itustrate but @ 
representative lew. 


Hj Maminen, 16 aetd case 
©) rd Bracelet 30 diamonds 


WO 17,4 Zettorent palmar case ame > 194. Petes. Pratiogs. 


ZEIL BROS 


Beg reed Jesters + Amercan Gow Secvety 
Morrison at Park Avenue 






Prices tnctude tas 












Ash for one of Ovr Beawtafel Oi, 
Wraps ot No Extre Charge 





Use Your Oregon Credit Plate 
te Open an Account at Zelle 
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The quality of your taste is affirmed by the 


matchless brilliance and purity of a diamond 


The depth of your regard is reflected in the 
prestige of this most distinguished of gems, 


The soundness of your judgment is indicate(. 
for a diamond is among the most enduring of 


values, regardless of size or price. 


The measure of your achievement is sugceste| 
by this most-wanted and most-admired of gifts 


This year, let a diamond make memorable that special 
anniversary, or important birthday, a debut, the birth 
of a child, or any significant event. 


Yo carat $190 to $455 1 carat $455 to $1155 2 carats $1225 to $3270 3 carats $2075 to $559 


Color, cutting and clarity, as well as carat weight, contribute to a diamond's value. A trustes 
jeweler is your best adviser. Prices shown quoted by representative jewelers for top-grade 
unmounted diamonds, April, 1955. Add tax. Exceptionally fine stones are higher 


De Beers Consolidated Mines, Lt 
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Promoting your 
gift diamonds 


New man-to-man 
diamond advertising 1n Time, 


The New Yorker, Town and Country 








Addressed to men, selling for you, this new 
advertising is promoting the diamond gift 
tradition. Running in addition to the na- 
tional advertising promoting the engage- 
ment diamond tradition, it’s aimed at the 
big market for diamond sales among 
people beyond marriage age. Strongly com- 


petitive, it defines the basic reasons why a 


appears in 


The advertisement shown opposite 


‘ The New Yorker, October 8 


diamond gift is more significant and effec- 
tive than any other obtainable at a compa- 
rable price. It includes a reminder listing 
of gift occasions, gives important informa- 
tion on diamond sizes and prices. Tie in 
with this new advertising ... use this 
approach-to-men in your own selling .. . 


promote diamond gifts to increase sales. 


‘ Time, September 5 


‘ Town and Country, September 


Advertising promoting the Engagement Diamond Tradition is working for 


you in leading national weeklies . . . Life. Look. The Saturday Evening Post. 


De Beers Consolidated Mines, Ltd. 














A. Here is a suggested window display to 
tie-in with the Jewelry Industry Council’s 
“Operation Cherub” Christmas promotion. 
B. Two Cherubs with groups of tapers with 
tiny electric flames carry out the copy 
theme: “Gifts to Light Stars in Her Eyes.” 
C. The family fireplace sets the air for 

this display, entitled, “There is a Gift of 
Fine Jewelry for Every Member of the Family.” 
D. The pegboard panel in background features 
a quantity of merchandise and Christmas tree 


outlined in chenille or evergreen roping. 


34 


BY VIRGINIA DIXON 


@ “Christmas is Coming!” . . . and it is none too soon 
to begin preparations for the big promotional push of 
the year. An early start on your display program 
assures a better choice of display materials and their 
prompt delivery . . . it gives you an opportunity to do a 


really bang-up job of planning and execution . . . and 
avoids that horrid last minute feeling that if you’d just 
had a little more time you could have done a better job! 


This year’s “Operation Cherub” gives every jeweler 
an opportunity to participate in a really impressive mer 
chandising program and the Cherubs should be busily 
at work in your windows all during the Christmas sea- 
son. But the Cherubs can’t do the whole job! Your 
window and interior displays must still reflect the per- 
sonality and merchandising policy of your store. You 
may want to use the Cherub theme in most if not all of 
your window displays, but you will need additional 
merchandising and decorating themes to back them up 
and give them something to talk about! The Cherubs 
should be telling your selling story. 

Here is an assortment of suggestions and sketches to 
start your thinking Christmas-wise. . 

If you are trimming your Christmas trees, real or 
artificial, with merchandise and find some items hard to 
hang, suspend the piece in a square of clear cellophane 
tied with bright ribbon. 

Decorative toy sleighs are usually available at this 
time of year and can be attractively trimmed and heaped 
with merchandise and gift packages. You might have 
a covey of cherubs harnessed with ribbons to pull it! 

Don’t forget the children in your Christmas displays. 

(Please turn to page 118) 
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-BAUMGOLD BROS., INC. 
580 FIFTH AVENUE 
NEW YORK 36» N.Y. 


Here at 580 Fifth Avenue (our diamond cutting factory remains 
at 62 West 47th Street) we have larger quarters and 

greater facilities to give you greater service. It’s another 
step in the continual progress that made — and 


keeps — Baumgold Bros. first in diamonds. 


Come in and see us when you’re in New York — we'll 
be happy to take you on a tour of our spacious new quarters, 


and also show you how we can help you sell more diamonds. 


BAUMGOLD BROS. Inc. 
580 Fifth Avenue, New York 36, N.Y. 


Our phone number 
a 


JUdson 2-4433 










































DOES YOUR 


. 







Early this year the merchandising department 
of Armstrong College in California made a 
survey to get the reaction of part time sales 
clerks who worked in various retail stores 
during the Christmas season of 1954. In this 
article, Prof. Bedford tells what he learned, 


EXTRA CHRISTMAS HELP 


COMPLAIN ? By)J.£. Bedford 


@ jewelry stores are in a peculiar position when the 
peak selling season rolls around at Christmas. Business 
has been going along at a normal pace and then suddenly 
for a period of six weeks or two months sales skyrocket. 

To handle this relatively short spurt in sales volume, 
most jewelry stores must have a capable crew of extra 
sales people. The manner in which these extras fit in 
with your store procedure and your regular employees 
will largely determine the success of the holiday selling 
season for you. 

Many extra sales people anticipate the Christmas sea- 
son. It gives them an opportunity to earn some extra 
money. These Christmas extras look forward to the 
holiday season work in a jewelry store if their past 
relations with the store have been pleasant. If not, they 
will seek part time employment in another store. 

When this occurs, the store is left with the necessity 
of recruiting, selecting, and training new employees for 
the holiday season. All of these activities take time and 
cost money. In many instances they can be avoided if 
some time and thought is spent in making plans for 
handling these Christmas extra employees. 

Perhaps some of the typical complaints made by extras 
will bring to mind some things that might be changed 
to make their work move pleasant and more productive. 
These are some of the comments made by extra sales 


96 


people about the stores in which they worked during the 
holiday season last year: 

“They didn’t tell me what to do.” 

“The regular employees always stole my good sales 
and left me with the people who were just looking.” 

“IT had to do stock work all the time while the regulars 
got the sales and all the credit.” 

“They didn’t tell me how to write up lay-away sales 
slips and I had to hunt all around to find someone to 
tell me how. In the meantime the customer left the 
store.” 

“T had to wear an ugly smock that branded me as an 
extra. Customers wouldn’t let me wait on them because 
they felt I didn’t know anything.” 

“My employer didn’t give me a regular lunch hour.” 

“Some of the regulars gave me all the dirty work to 
do in the store.” 

“I couldn’t find the stock when a customer wanted 
to see something that wasn’t on the counter.” 

These are some of the more common complaints 
voiced by the Christmas extras we interviewed. But, the 
regulars have their own set of gripes about the extras 
and the holiday selling season. Here’s what the regular 
salesmen had to say: 

“Just when business is good and we can make some 


(Please turn to page 116) 
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A GIFT SELECTOR...THAT 
SAYS "THANK YOU" AND 
ENCOURAGES... CREDIT 


By L. V. Morehouse 


® A promotional idea which increases sales and says 
“thank you’ to customers is a successful part of the 
Christmas program at Charles Schwartz and Son, long- 
established jewelers in Washington, D. C. 

For the past several decades, the company has invited 
its customers to pick up a free gift while they make a 
Christmas purchase. 

“We vary our gift-and-shop invitation each year,” 
Charles Schwartz, treasurer of the firm, says. “We feel 
variety adds to the appeal. Since it is mailed to long- 
standing customers as well as recent ones, the novelty 
is part of the attraction.” 

Last year the store used a 


‘ 


‘gift selector” folder on 
which season’s greetings, a description of the free gift 
and a perforated credit card were printed. Stuffers fea- 
turing the products of over 25 brand name manufac- 
turers were inserted in each folder along with a con- 
venient order blank. “We mailed the folders in mid- 


( HRISTMAS 
GIFT SELECTOR 


November to all accounts with good credit ratings,” 
Schwartz says. “By using the detachable credit card, the 
customers assure themselves of fast service in the store 
and show their eligibility for the gift. 

“We got our usual ten per cent return,” Schwartz adds, 
“Sometimes it goes as high as fifteen or twenty per cent, 
which is excellent when you consider that the average 
customer mailing only brings about three or four per 
cent.” 

The free gift is selected carefully during the year. “It 
must have general appeal because our customers are 
male and female, old and young, and have different tastes 
and outlooks,” Schwartz explains. “We usually select 
household items—steak knife sets, boudoir lamps—to 
satisfy the largest number of people. The item selected 
should have a certain amount of ‘show’ because many 
customers use this for a Christmas gift.” 


(Please turn to page 117) 


Illustrated at left is direct 
mail material which this 
jeweler mails to customers 
of long-standing. It includes 
stuffers, a description of 

the store’s free gift and a 


credit courtesy card. 





Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 
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many A truly outstanding collection of 


superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-33. 


FOR SEPTEMBER, 1955 











Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1954 


PART Il 








| 
ATLANTIC. 





| BRITISH S'WEST 


SOUTH AFRICA 
] °, 











INDIAN 
OCEAN 





CARAT PERCENTAGE 
1954 
DIAMOND PRODUCTION 


W FRACTIONAL PRODUCTION 
& USS.A. NOT | SHOWN 























by GEORGE SWITZER, 


Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


DIAMOND CUTTING 


BELGIUM 


Exports of polished diamonds from Belgium in 1954 were 
substantially greater than in the previous year. On the whole 
the year was a rather favorable one for the diamond cutting 
industry, although the industry has still not regained its previous 
prosperity. 

Imports and exports of rough and cut diamonds during 1954 
were as follows:* 





IMPORTS 

Carats 
Rough 4,196,754 
Polished 62 ,854 


Value (pounds sterling) 
21 , 122,322 
. 3,060,476 


24,182,798 


EXPORTS 

Carats Value (pounds sterling) 
Rough 7,238,465 
Polished 22 ,898 , 663 





30,137,128 





1 Information furnished by the Banque Diamantaire A nversoise, 
and the Syndicaat der Belgische Diamantnijverheid, both of Antwerp. 


A summary of Belgian diamond imports and exports for the 
past five years follows: 


100 


BELGIAN DIAMOND TRADE, 1950 — 1955 





| 

Imports of Cuttable Rough Exports of Polished 

Carats Franes Carats Frances 
Year Thousands Millions || Thousands Millions 
O50) 5 ssc eons =.05!si3i 2,345 
a: Sa Fy 
Ee 2,703 
RIGS... SENSO sors scoes 2,554 | 
1954 A NOE «as fee tegOOe | OOO sic cyte 





Imports of cuttable rough during 1954 were greater by 1,928,000 
carats than in 1953, and greater in value by 508 million francs. 
Percentage wise these increases amount to 89.4 and 19.9 percent 
respectively. The much greater percentage in weight as con: 
pared to value is reflected in the constant complaint by the cut- 
ters that not enough fine quality rough is made available by the 
Diamond Trading Company. 

The United States continues to be Belgium’s major market for 
cut diamonds. Exports to the United States in 1954 amounted 
to 333,175 carats, or about 50 percent of the total, This repre: 
sented an increase of about 28 percent over 1953. Value of 1954 
diamond exports to the United States was 1,768 million francs, 
or 5,307 franes per carat. 


BELGIAN EXPORTS (per cent of carats) 





1953 1952 1951 1950 
United States....... 50. 38.8 44.7 43.4 64.9 
England 28.3 30.8 20.9 12.4 
CamRdB:. s 6s <scusacx 3.4 4.2 4.5 3.1 6.4 
QUHORR score canes 31.91 28.7 20.0 32.6 16.3 


—= 





! France 4.7, Hongkong 7.3, Singapore 5.7, West Germany 
2.0, Netherlands 2.5, Venezuela 1.2, British Malaya 2.8, Switzer 
land 0.7, Australia 0.8, other countries 4.2. 
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CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West A7th Street | New York City 


JUdson 2-4184-5 
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During 1954 the average price per carat of cut diamonds ex- 
ported from Belgium was 4,813 francs. The highest quality goods 
went to Venezuela with an average price per carat of 7,832 francs, 
as compared with 7,169 francs for Switzerland, 7,068 francs for 
Canada, 6,335 francs for France, 6,095 francs for West Germany, 
5,993 francs for Australia, 5,307 francs for the United States, 
4,355 francs for the United Kingdom, 4,183 francs for the Nether- 
lands, 2,977 francs for Hongkong, and 2,874 francs for Singapore. 

During 1954 the number of cutters employed varied between 
10,000 and 11,000, and averaged 10,250. The number of unem- 
ployed varied between 2,000 and 3,000. Toward the end of the 
year unemployment declined. The number of unemployed regis- 
tered with the government was 3,205 in May, and only 2,368 in 
August. Government figures released in May, 1954 showed that 
, 49.5 percent of the unemployed were 50 years of age and older, 
and 35.9 percent had been unemployed for more than one year. 

The diamond sawyers struck on June 14, 1954 against depress- 
ing of prices, and returned to work on July 5, 1954, after the 
sawyers branch was reorganized by accurate spreading of the 
work. 

Conditions in the Belgian diamond cutting industry showed 
some deterioration toward the close of the year. It is stated that 
the Antwerp diamond houses are operating on slender profit 
margins, as a result of rise of rough diamond prices in recent 
years not met by a corresponding rise in prices for polished stones. 
The problem of an adequate supply ‘of rough continues to impede 
the activities of manufacturers. Late in the year a committee 
representing employers and cutters went to London to present to 
the Diamond Trading Company their needs in this regard. 


ISRAEL 


The Israel diamond cutting industry is concentrated in Tel Aviv 
and Nathanya. There are 28 factories employing a total of about 
2,000 workers. Most factories are small to medium size with 15 
to 150 workers. Some of the work is given out to individual cut- 
ters working in their spare time at home. 

The Israel industry has become known for its fine workmanship 
in full-cut stones of small sizes. Today 90 percent of the produc- 
tion is in full-cut stones in sizes ranging from 4 to 100 per carat. 
Some fancies, including baguettes, tapered baguettes, and small 
marquises are also manufactured. 

Wages are comparatively high by Israel standards, but are con- 
siderably lower than comparable wages in the United States. This 
fact, together with the shortage of cutters willing to produce 
small stones in the United Staes, caused U. S. diamond dealers 
in 1954 to send rough to Israel for cutting in the amount of 756 
carats, valued at $16,977. 

United States imports of cut diamonds from Israel in 1954 
amounted to 183,000 carats valued at $11,620,417. This repre- 
sented 75 percent of Israel’s total production valued at $15.- 
700,000. Approximately $4,000,000 worth of diamonds were ex- 
ported from Israel during the year to Europe and the Far Fast. 
Israel diamonds were also shipped to Belgium for the first time, 
for distribution to world markets. 

Details of 1954 Israel exports of cut and polished diamonds 
follow: 


EXPORTS OF ISRAEL CUT AND POLISHED 
DIAMONDS, January through June, 1954 





Value Weight 
(Israel Pounds) Carats 
1 .887 ,067 62 ,097 


Country 
Wnited Btates....<46.. 65005 
Belgium 129,639 5,747 
United Kingdom 45 ,558 1,482 
Finland 1,994 38 
Sweden 3,339 80 
Switzerland 37 .005 1.005 
Canada Wel her 4 IY 4,477 
Other Countries 222 661 et rd 


Total 2 ,504 , 425 


82,103 


Exports in the period January-November 1954 totalled 
I. £.4,950,485. No breakdown is available. 


A detailed statement regarding problems facing the Israel dia- 
mond industry was issued during the year by M. Schnitzer, 
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President, Diamond Exporters’ Association of Israel, and pub. 
lished in the Diamond News, September 1954. Chief Teasons 
given for the difficulties facing the industry were as follows: 
(1) prices of cut stones on the world market have shown a tals 
dency to drop, while the price of rough has remained firm: 
(2) wages in Israel have gradually gone up as a consequence of 
the higher cost of living; (3) the rate of Israel CUITeNCy to the 
U. S. dollar invoked on the diamond cutting industry hag beep 
changed, requiring manufacturers to work with three times as 
much capital as before; (4) sales are closed to certain world 
markets, which if permitted would aid the industry, and (5) the 
government does not offer bonuses to diamond exporters, 
These problems are being considered by a special committee 
set up by the Minister of Commerce and Industry. A smaller 
committee has also been set up to consider more immediate home 
problems, such as shorter work week, reduction in wages, and 
greater allocation of rough from the Diamond Trading Company, 


THE NETHERLANDS 


The great difficulties experienced by the Netherland’s diamond 
cutting industry during 1953 continued throughout 1954, The 
industry first showed signs of a long depression in 1952-53, when 
intensified competition from other cutting centers began to make 
itself felt. A prolonged employer-employee dispute has centered 
about the question of piece-work versus a fixed wage. The Gen. 
eral Netherlands Diamond Workers Union opposed any attempt 
to switch to a piece-work form of payment, insisting that cutters 
could not make a living wage because of obsolete and worn-out 
equipment. Employers, on the other hand, claim that they cannot 
compete in the world market because of high cost of production. 

A committee appointed by the Government to study the Nether- 
lands diamond cutting industry made recommendations which are 
said to be somewhat unrealistic, and conditions were not appre- 
ciably eased during 1954. Production has fallen, and unemploy- 
ment has risen until almost three-fourths of the workers are idle. 
Late in the year the Minister for Economic Affairs announced 
that the Dutch monetary authorities are placing funds at the dis- 
posal of the Amsterdam diamond industry for the purchase of 
rough diamonds in the dollar area. 


SOUTH AFRICA 


The difficulties experienced by the South African diamond cut- 
ting industry during 1953 carried over through 1954 with little 
change. There was considerable unemployment during the year, 
although a substantial number of workmen were retained in full 
employment. 

Labor relations were somewhat disturbed between employers 
and workers. The labor union gave notice of an intention to seek 
deregistration of the Industrial Council for the diamond cutting 
industry. The Master Diamond Cutter Association of South 
Africa, on the other hand, gave notice that as of April 1, 1955-it 
would cease to contribute towards the Unemployment Fund and 
the Provident Fund, leaving only the Medical Benefit Fund to 
continue. 


GERMANY 


The diamond cutting industry in Germany appears to have 
effected complete recovery to its pre-World War II status. The 
value of the United States imports of cut diamonds from West 
Germany have been gradually increasing, and in 1954 were only 
slightly less than imports from the Netherlands. 

The German diamond cutting industry centers in Idar-Ober- 
stein, Hanau, Erbock, and Brucken. No detailed information is 
available as to number of factories and number of cutters em 
ployed. 


UNITED STATES 


The diamond cutting industry in the United States is centered 
in New York City, where there are some 1,200 to 2,000 workers. 
The industry has shrunk considerably from its wartime size, and 
is now well stabilized and shows little change from year to yeal. 

Much of the work is done through independent contractors, 
who work in their homes or rent benches in various shops. Many 

APlease turn to page 172) 
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A JC-K aid to selling fine JEWELRY 


Many precious jewelry sales can be made by capitaliz- 
ing on the customer’s interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
gestions that will impress your prospects. You need not be 
an artist to de this; a pad of tracing paper and some 
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| by 
' DESIGNS 
' TECHNIQUE 


Diamonds and pearls 
are dramatically 

: combined in these 
modernistic designs 
| of pins, earrings, 


' and bracelets. 


practice should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard: 
to-please” customers. They can even be framed and dis- 
played in your store. 
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STAR SAPPHIRES 


RUBIES: EMERALDS + STAR RUBIES . 
SAPPHIRES - PEARLS --CAES EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


THE 


608 Filth Avenue New York 20, N.Y. 


Phone Circle 5-5673 
















































A NEW JEWELRY STONE 





MOONSTONE CAMEOS CARVED BY EWALD LEYENDECKER 


IN DIAN MOON STON E 


Dr. Frederick H. Pough, Gem Consultant to JC-K 


* True to form, the manufacturing jeweler has greeted 
the arrival of a new type of moonstone material, coming 
from India, with the apathy that characterizes his field 
of commerce. It is, as usual, regrettable, for the new 
material has much to recommend it, both for itself, and 
at the same time as a replacement to fill the void created 
by the disappearance of Ceylon moonstone as an inex- 
pensive gem material. 

There have been some drawbacks to an acceptance of 
the stone, not the least being the improper cutting which 
has characterized most of the stones that have been im- 
ported into this country. For some reason, not very clear, 
the Indian cutters have abandoned the customary flat 
surfaces which have traditionally, and most successfully. 
brought out the blue sheen of Ceylon moonstone, and 
are, instead, cutting the stones in high cabochons. This 
can perhaps be attributed to the Indian desire to sell as 
much weight as possible, so often noted in the badly cut 
Ceylon sapphires and their alluvial associates, or, possi- 
bly, to inexperience with the material. Experiments by 
American lapidaries have shown that the best sheen can 
be brought out with traditional cutting shapes, but for 
reasons that will be apparent later, more experience is 
needed to find the proper orientation than is required in 
the old Ceylon material. 





1. Raman, Sir C. V., and Jayaraman, A., The Structure of Lab- 
radorite and the Origin of its Iridescence, Proc. Indian Acad. 
of Sciences, Vol. 32, #1, Sec. A., 1950. pp. 1-16. 
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Before discussing the new moonstone, let us review 
the facts regarding the Ceylon stones which were impor- 
tant items in the trade for so long. Moonstone is a 
variety of feldspar, and feldspar is a very common 
mineral. Taken as a group (for there are several feld- 
spars with three alkali metallic elements, calcium, sodium 
and potassium replacing each other in their composi- 
tions) the feldspars are the commonest of all minerals. 
Their mineral names vary depending on the predominant 
alkali metal that is combined with the aluminum, silicon 
and oxygen that compose them. Some varieties are un- 
familiar, like andesine and bytownite, but others are 
well known to jewelers. Microcline is mainly potassium, 
and comes to the jeweler as amazonstone. Labradorite 
has about half and half sodium and calcium for its alka- 
lis. While the sodium-calcium substitution makes a con- 
tinuous series, the entry of potassium into that mixture 
complicates it. A recent study of labradorite by Sir C. V. 
Raman! and A. Jayaraman showed that it owes its mag- 
nificent bluish metallic play of color to the presence of 
regularly arranged microscopic crystals of potash feld- 
spar (orthoclase) in a large single crystal mass of the 
labradorite. The variation in color of the iridescence is 
related to the size of the tiny included crystals. 

In a later study, the staff of the Bangalore Raman 
Research Institute took up other iridescent substances. 
and reached, for the first time, rational explanations of 
the phenomena. At a later date it would be interesting 
to review the data on opal, pearls and agate, but we 
shall restrict this discussion to the moonstone and its 
relations. 

(Please turn to page 124) 
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It’s Now or Never 





To Tie-In With Imperial’s 
NAME THE PEARL Contest 








We couldn’t begin to tell you here of the tremendous success of 
this great promotion. Jewelers from Maine to California report 

unprecedented increases wherever this contest is featured. All this 
during the normally slow summer months. Now during the final 


push, tie-in with this sensational Imperial promotion and get set 


for your greatest fall season. 


Write for Complete Details 


IMPERIAL PEARL SYNDICATE 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theatre Bldg. 607 S. Hill St. 
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In this straight -from-the-shoulder article, 
jeweler Albert Isaac explains the various 
methods employed by his firm to maintain its 


watch volume despite increasing competition. 


WATCHES 
are good...with us! 


By Albert Isaac, Colorado Springs, Jeweler 


® During the past year, we have made some interest- 
ing experiments in watch merchandising which have 
definitely proven to us that it is far wiser to stay out of 
the competitive field in order to maintain watch profits 
than to employ mark-down prices, over-large trade-in 
allowances or other gimmicks. 

Proof of our success is the fact that in 1953, when the 
general trend of watch sales was unquestionably down- 
ward, our watch volume increased by 15 per cent over 
the previous year. We achieved even better results dur- 
ing 1954. 

This increase is not due to unusual or intensive pro- 
motion, but to our efforts in increasing the public’s 
respect for the integrity of our watch department. We 
began these efforts a little more than a year ago, when 
I sensed that there was a wave of discount-selling on the 
way, not only in retail jewelry stores, but in the fringe 
outlets which carry large watch inventories. 

To avoid competing with such selling methods, we 
decided to sell “above the competition” by specializing 
entirely in the “protected” lines of more expensive 
watches which could not easily be duplicated in the 
Colorado Springs area. 
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Our watch stock, therefore, is now made up of fine, 
universally-appreciated brands. We have also switched 
over our newspaper advertising almost exclusively to an 
emphasis on brands—portraying the integrity of the 
watch in association with our store, rather than any 
price factor. Because we have confined our wateh inven- 
tory to those suppliers who “protect” us from having 
the same lines turn up in competitive stores, we feel that 
our advertising, which is focused exclusively on our 
own store, is far more valuable—and shows far bettet 
dividends per dollar invested. 

Our experience during the past year has proved ex- 
actly as we anticipated. There has been considerable dis- 
count-selling in the lower-priced watch lines, all of 
which undoubtedly developed in an attempt to off-set 
dwindling sales throughout the country. This price 
cutting has not bothered us because most of our watch 
inventory falls in the moderate to top price brackets. We 
also feel that our new merchandising plan has influenced 
the public to respect the integrity of our store and its 
watch lines more solidly than at any time in the past. 

An excellent example of how this integrity pays off is 


(Please turn to page 120) 
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S... Designed for Glass Appeal. 


Ae MORRO S 





“CROSS the nation, many 
reputable Jewelers are building 
profits and prestige based on the 
Courtney Idea——that consumers 


-} 


can buy diamond rings of ele 
gance without extravagance 

This idea is supported by the 
supérb care with which each 
Ti 
' 


bs 


Courtney ring is created... The 
diamonds are painstakingly 
checked to be sure they meet the 


5] 


highest standards of quality | 


color, cut and brilliance . . 


ws 


The mountings are excey 
tional for their superlative crafts 
manship and_ distinctive design 

.. You can count on Courtney 
for quality diamonds that can be 
sold with confidence . . . . worn 


with everlasting pride. 


PLACE YOUR CONFIDENCE IN 
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From a watch repair shop... 


...to a store of BEAUTY! 


By Chet Spink 


® A watch repair business started 35 years ago which expanded into one 
of Orlando, Florida’s leading jewelry stores, still is a vital part of Lawton’s 
Jewelers, 47 North Orange Ave. 

First opened within three blocks of its present location, the store today is 
one of Orlando’s most complete jewelry centers. Orlando and central Florida 
residents have learned to depend on this old, established firm to supply their 
finest jewelry needs. 

The business was established in 1920 by Gus Lawton, a master watch- 


maker. Today, alihough silverware and jewelry sales provide the major share 
of business at Lawton’s, the watch repair department accounts for a good 
percentage of the firm’s income, in addition to providing a springboard to 
new watch and clock sales. 


(Please turn to page 121) 
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Keepsake’s “fine quality and strong promotion” 
make business “pleasant and profitable” 
for San Antonio Jeweler 


REGISTER 


DIAMOND Bivige RINGS 


E hraim ap acne 
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Only Keepsake, World’s Fines aie Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING. The biggest in diamond rings, Keepsake “‘dealer-localized”’ 
advertising works directly for the jeweler with a Keepsake franchise. 









@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 


@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and 
makes selling easier, especially in profitable higher-priced units. 





bx New $3,000 Give-Away 


Watch for Keepsake’s exciting new $3,000 
give-away that will boost store traffic for 
Keepsake Jewelers! Steve Allen, popular star of 
“Tonight,” will begin the sparkling new Friday 
night commercials September 23 over NBC-TV. 








To for details concerning the availability 

Cyt of a profitable Keepsake Franchise in 
your area. Steve Allen 

A. H. POND CO. INC., Syracuse 2, N. Y. Star of NBC’s “Tonight’”’ 
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Two sections, forming a V- 
shape, are used to display 
watches. The metal cabinets 
below are used for storage. 





In a suburban shopping center... 


Display is the Thing! 


ae Ben Gordon jewelry store, which 
opened last year in the spectacular Cross County Center 
in Westchester, N. Y., has some interesting and progres- 
sive features. 


Here creative imagination has been applied to display. 







mo 





Ten separate shadow box compartments, arranged like pictures 
on a wall, combine to make an unusual and attractive window. 


114 





by HAZEL PALMER 


Because of the heavy traffic in this successful shopping 
center, the alert merchant must attract passers-by 
primarily through the medium of display—if he is to 
stay in business. 

Consequently, before owner Milton Gordon moved into 
the center, windows were one of his first considerations. 
How could he make them distinctive enough to stand out 
among all the shining new store fronts in the center? 

The architect made one window of standard design. 
The other (see the illustration) is a most unusual crea- 
tion. It has ten separate “compartments” arranged like 
pictures on a wall; two rows, five in each row. They 
measure about 14 in. x 14 in. with a depth of 12 in. 
Each of these compartments is lined with pink velvet 
and features only one type of merchandise. The first 
row begins about 32 in. above the sidewalk level. Six 
inches separates it from the row above. Then the wall 
rises to ceiling level. The entire wall on this side of the 
store is redwood, which has been rubbed with oil for 
preservation and color. 

This redwood paneling extends about two feet inside 
the store. The inside section is used as display space 
and is hung with silver platters. 

(Please turn to page 132) 
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This vear, Linpe Stars are your key to 
more Holiday sales and greater profits. 
For a national advertising program has 
been and is bringing LinpE Stars to the 
attention of vour most discriminating cus- 
tomers . . . customers whose readiness to 
buy can mean bigger-than-ever Christmas 
sales for vou. 

Be ready to cash in on this important 
profit opportunity! Make sure you have 
an adequate stock of these man-made 


masterpieces — 


LINDE Star Sapphire 
and Star Ruby 


RINGS 
NECKLACES 
PINS 
EARRINGS 
CUFF LINKS 


TIE CLASPS 


‘LINDE’ STARS 








\ 





LET LINDE 
ADVERTISING 


help you sell the Stars. A color- 
ful display card, featuring Lint 
Stars as seen in The New Yorker 
Magazine, is yours for the asking. 


DISTRIBUTED BY 


CHARLES F WINSON, Gens 
576 Fifth Avenue 
New York 36, N. Y. 


MAX DURAFFOURG GEM COMPANY 


580 Fifth Avenue 
New York 36, N. Y. 


GEORGE HOUSTON 
448 South Hill Street 





Los Angeles 13, Calif. 






Tell Your Customers 
THE STORY 
OF THE STARS 


we cl 


The Stars are surrounded by 
a wealth of fascinating lore— 
both fact and fable—that will 
help you turn shoppers into 
buyers. So, tell the story and 
make the sale— 


* The Ancient Persians believed the 
earth rested on a sapphire column 
and that the sky was a reflection of 
the gem’s color. 


>K You will he asked how you can tell 
a Linpe Star from a natural one. Ex- 
plain that it is not easy. With experi- 
ence a jeweler can learn to recognize 
the Lrnpe Star Gems under magni- 
fication, from the spherical Cas op- 
posed to distorted) appearance of the 
microscopic bubbles, and from the 
curved (rather than straight) growth 
lines. 


>« Linve Star Gems are grown in in- 
dividual tiny furnaces. Gradually, 
layer by layer, the powder fuses and 
the crystal comes of size. Hundreds of 
thousands of years are dramatically 
telescoped into a few short hours. 


> Linve Star Stones are not made 
by any mass production methods. 
Skilled craftsmen cut and polish the 
gems—each gem a law unto itself — 
no two gems alike. Linpe Stars vary 
in size, shape, and color, just as 
Nature’s gems do. 


A Fact About 


LINDE stars 


Sister gems—sapphire and ruby are 
colorful varieties of the same min- 
eral—corundum (aluminum oxide ). 
Small amounts of titania and iron ox- 
ide give sapphire its lovely blue color, 
and small amounts of chromic oxide 
make the ruby, ruby-red. 


LINDE is a registered trade-mark of Union Carbide and Carbon Corporation 
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Colorful Christmas Interior Scene 





A. Hirsh & Son, San Jose, Calif., featured a life-size Santa Claus 

near the entrance to the store. A complete new trim in Christmas 

colors was used in the interior, including large plastic foam candy 

canes. Ropes draped with tinsel were hung from the center of 
the store to the walls. 





Your Extra Christmas Help 
(From page 96) 


extra commissions they hire a lot of extras to take the 
best sales.” 

“T spend practically all my time answering stupid 
questions for the extras when I could actually be selling.” 





These Christmas extras think they are special suests 
of the store. Don’t they realize that we work here all th 
. . . 9° e 
time and deserve some consideration?” 

‘The Christmas part time help get the stock all mixed 
up.” 

“They spend all of their time chatting with their 
friends who come into the store, instead of waiting oy 
buying customers.” 

“The extras don’t try to suggest additional purchases 
or in any way try to trade-up customers.” 

“When an extra gets a difficult customer they tury 
him over to a regular, but when they have a good, easy 
sale they keep it.” 

Human nature, being what it is, people will always 
complain. Some of these complaints, however, are justi. 
fied; some are merely gripes and excuses. But they can 
be reduced to a minimum in a jewelry store . . . if some 
consideration is given to several important points when 
making plans for the Christmas selling season and the 
employment of extra sales people. 

A quick review of the following fundamentals may 
prove helpful: (1) establish definite rules on sales turns 
for regular and extra sales people. (2) Definite pro. 
cedures regarding stock work should be established 
and explained to everyone. (3) Plan work for extras 
so that they can have a fairly good idea of the days they 
will be called for work. (4) Adjust lunch hours fairly, 
considering the regular and the extra employees when 











Over 35 Years 
of Service to 


Leading Jewelers 





Diamond Mountings of exclusive design. 


BARNETT ROBINSON, Inc. 


Fixx rectous S... es 


Rubies, Star Rubies, Sapphires, Star Sapphires, 


Emeralds, Catseyes . . . Loose or in Platinum 







Formerly ROBINSON & SVERDLIK 


610 FIFTH AVENUE, Rockefeller Center 


NEW YORK 20, NEW YORK 
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the lunch period schedule is drawn up. (5) Explain 
store rules to everyone. It provides a good opportunity 
to review them for regulars, too. (6) Sell extras on the 
store and on the store policy. It will help build good will 
in the community. (7) Give specific training on sugges- 
tive selling. (8) Develop a friendly spirit between the 
extra and the regular employees. 

These rules may not be all that will be required to 
make your store function smoothly during the peak sell- 
ine season. However, they can be profitably used by 
ane stores to help iron out the differences of opinion 
that develop during this hectic selling period. 

If everything possible is done to build a pleasant work 
experience for your Christmas extras, they will feel 
proud to be called an employee of your store. They will 
probably be customers after Christmas, too. 


A Gift Selector 


(From page 98) 


The gift item is re-orderable stock for two reasons. 
“You can never anticipate exactly how much return you 
will get,” Schwartz says, “and you want to be sure of 
getting additional delivery a couple of weeks before 
Christmas, if necessary. In addition to this, you may find 
yourself with customer re-orders after the holidays. Last 
year we gave away Anchor Hocking Sandwich glass 








luncheon sets for four, and we’ve had many orders from 
customers who want to fill in their sets. Overstocking is 
no problem because the stock is self-liquidating.” 

The store handles the entire promotional campaign 
itself, aside from the printing of the gift invitations. 
Employees prepare the envelopes on an addressing ma- 
chine. 

The folding and inserting operation is a boost for the 
store’s public relations. Several charitable organizations 
provide members’ services at prevailing hourly pay rates. 
The wages earned go directly to these organizations. “For 
the month it takes to do the job, we have found this 
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arrangement most satisfactory,’ Schwartz says. “It’s 
good community relations and the women do a more 
efficient job than do any youngsters we could hire.” 

Customer queries about the Christmas gift start early 
in October—an indication of the program’s popularity. 
“There is no specific tie-in sale,” Schwartz emphasizes. 
“Any purchase—large or small—made during the season 
automatically qualifies an accredited customer for his 
gift. 

“The response to this program is so favorable | would 
never give it up,” Schwartz concludes. “It offers us a 
chance to show our appreciation to our regular custo- 
mers for their continued patronage, and we increase 
our sales volume at the same time. At an average cost 
of one dollar per customer, it is a worth-while, inexpen- 
sive promotion for us.” 
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Display Offers Christmas Gift Ideas 





rate of the large side alls of window salen at ‘Tilden- Thurber, 
Providence, R.I., featured gift items for Christmas from each of 


the store's himpeniinnin, A large wreath and small trees helped 
create a holiday atmosphere. 





Plan Christmas Displays Early 


(From page 94) 


Santa may bring them toys and candy, but doting rela- 
tives will often want to give them something more 
precious. If possible, try to have one window just for 
children’s items—a gay little merry-go-round on a turn- 
table might be the center of such a window with tiny 





candy canes for poles and jewelry gifts in boxes fo, 
seats. 

Religious jewelry also deserves a display or a section 
of a display all its own. Keep the decorations rich anq 
simple—evergreen sprays and pine cones rather than the 
tinselly-type of decoration. 

Photostat enlargements of song sheets of Christmas 
carols would make effective background paneling. Gay. 
land with evergreen and Christmas balls. 

Cut giant holly leaves and berries from red and green 
felt, arrange in clusters and use as display pads fo; 
small items. 

Fit Christmas balls on the ends of slender painted 
dowels and poke in Christmas flower and plant arrange. 
ments for table settings and general store decoration. 

Stars, trees and snow balls cut from artificial plastic 
“snow” can be used as merchandise holders for costume 
jewelry and similar items by imbedding the item right 
in the surface of the “snow.” 

See your display distributors’ Christmas lines as early 
as possible and plan imaginative ways of using his new. 
est items. 

Two of the accompanying sketches illustrate ways of 
using the JIC Cherubs in your windows. In Sketch A, 
three Cherubs are suspended from the window ceiling in 
a group to the left of the window center. To the right, 
a tree-shaped display stand on a turn table shows a 


variety of jewelry merchandise. A smaller version of 
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the tree stand is used in the left hand corner of the 
window. Another Cherub is placed on the window floor 
in the right foreground. Additional merchandise is ar- 
ranged on the window floor. An assortment of gaily 
wrapped gift packages fill the background behind the 
large “tree” and red and green ribbons are caught in 
sraceful curves against the background with clusters of 
Christmas tree balls. Red and white wooden candy canes 
form the trunks of the Christmas tree displayers with 
plywood or masonite discs, painted or fabric covered in 
oreen, making ample “branches” for merchandise dis- 
olay. Trees may be stationary if preferred, but turn- 
tables will provide greater display space and make the 
window more festive and interesting. 


"GIFTS TO LIGHT STARS IN HER EYES" 


Sketch B combines two Cherubs with groups of tapers 
with tiny electric flames to carry out the copy theme— 
“Gifts to Light Stars in Her Eyes!” The candle groups 
are arranged inside two Christmas wreaths tied with 
gay red bows. The wreaths in addition to making a 
decorative base for the candles, serve also to hide the 
wiring for the candles. Ask your display supplier for 
information on twinkle type miniature light bulb sets. 
Fasten the bulbs to the tip of regular wax candles and 
conceal wire at back of candle with tiny staples or use 
slender cylinders of cardboard and conceal the wiring 
inside. Cut-out or glitter stars are scattered across the 





floor and window background. Merchandise is arranged 
on shallow step elevations and on the window floor. 

The family fireplace sets the theme for Sketch C with 
copy emphasis on the fact that “There is a Gift of Fine 
Jewelry for Every Member of the Family!” Wide mold- 
ing is mitered to form a simple fireplace frame decorated 
with a fat Christmas candle and a few boughs of ever- 
green. Christmas “stockings” made from felt and 
decorated with sequins, ball fringe, tiny Christmas tree 
ornaments and cut-out letters, hang from the fireplace 
stuffed with small gift-wrapped packages. Larger gift 
boxes fill the fireplace opening and merchandise is 
arranged on a checkerboard flooring composed of alter- 
nating squares of red and white felt. Or squares of 
heavy cardboard or compo board may be covered with 
red and white velvet and fitted together. Be sure to 
include all types of jewelry gifts in this window .. . 
baby jewelry, baby cups and spoons; watches and cos- 
tume jewelry for the teen-ager; men’s jewelry: silver, 
glassware, china and diamonds. 

The peg-board panel forming the background of 
Sketch D carries a quantity of merchandise and a Christ- 
mas tree outlined in chenille or evergreen roping. More 
merchandise is arranged on elevations and panels on the 
window floor. The tree is made by looping the roping 
around fasteners on the peg-board. A decorative star 
is fastened to the top of the tree and small Christmas 
tree balls hang from the end of each “branch.” Small 
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gift-wrapped packages are also attached to the peg 


Since 1890...the World’s board. Peg-board is now available from most display 


: 3s ant ea ee naaare 
Largest Selections of distributors and is being found extremely usefy] for 


achieving modern, uncluttered displays of small objects 


such as jewelry and gift wares. Other Christmas Motifs 
can be outlined on peg-board panels as well as the tree 
for both window and interior displays. 


Readers desiring information about available display 
have been offered by materials, catalogs. boxes, etc., should write directly to 


manufacturers. They are listed here for your 


con- 
venience. 
American Package Co., 402 Lafayette St. N.Y. C... 


Arrow Mfg. Co., 567 52nd St., West New York, N, J, 
Arden Jewelry Case Co., 752 S. 3rd, Mt. Vernon, N. Y, | 
(rHroucH YOUR WHOLESALER] Buffalo Jewelry Case Co., 329 Broadway, Buffalo, N, Y. 
| Cadillac Jewelry Display, 37 Franklin, Buffalo, N. Y, 
Coronet Displays, 614 W. 5lst St..N. Y.C... 2... 
Dennison Mfg. Co., Framingham, Mass. ....... |... 
Display Novelties Co., 114 E. 25th St.. N.Y. GC... .. 
Electric City Box Co., 795 Woodlawn, Buffalo, N. Y, 
Edwin Freed, Inc., 14 W. 23rd St., N. Y. C....... 
Hanick’s Display Center, 138 S. 3rd St., Phila., Pa. 
Jo-Mart Displays, 549 W. 52nd St.,N. Y. Co... 000... 
William Korn Co., 17 Eim St., Buffalo, N.Y... . |... 
Leonard Displays, 6804 River Road, Saylor Park, 0. 
Mahan Display Co., 320 W. South, Indianapolis, Ind. 
Maryland Paper Box Co., Baltimore, Md.............. 
Quaker City Paper Box Co., 12th & Brown, Phila., Pa. 
Stensgaard & Associates, 346 N. Justine, Chicago, Ill. 





Watches Are Good—With Us! 


(From page 108) 


shown in the case of a woman customer who brought 
in an old wrist watch as a trade-in on a fine watch she 
saw in our window. She told us that she had been offered 








fy a $20 allowance on a watch sold by a competing store, 


7 Counts: and then looked at me with some expectancy, as if she 
felt that we would either top this offer or at least match 
it. I simply explained, however, that $5 was the most we 
could allow—-at the same time pointing out the vastly 


GALCO TIMERS The new Racine greater value of the watch, its guaranteed years of satis- 


faction and the fact that the style would be exclusive with 
Catalog offers the 


her, rather than duplicated a dozen times in the city. 
world's largest The woman examined the watch, and, after consider- 





GALLET TIMERS 


selections of Timers ing these advantages. accepted the $5 allowance. Be- 


Write for it. 


cause she was sold not by the trade-in allowance, but by 
the value of the watch and the integrity of the store, she 
is far more likely to become a “repeat customer” in the 











GUINAND TIMERS 





future. 












During our increase in watch sales, we have only 
















. slightly stepped-up the percentage of watch ads in our 


GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers—Since 1890 


oe WEST 47th STRERT, NEW YORK 36, N.Y. | “competitor” but an “individualist.” 


newspaper advertising. We generally feature one watch 
ad, built around the brand name and the exclusiveness 
of the watch, every other week. We are content with the 
increase we have realized, and we feel that our success 


in watch sales proves that the jeweler should not be a 
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In one section of a Christmas window display, Stowell's, Boston, 

featured a selection of colorful bead ropes. Six-inch high nymphs 

in snappy costumes of mottled gold, black and gray colors were 
dramatically used. 





e ~ 
From a Watch Repair Shop... 
(From page 111) 
“Dependable watch repair service is a necessity in any 
quality jewelry store operation,” Lawton said. “| 
wouldn’t operate a jewelry store without a service depart- 


ment.” 


establishing a feeling of quality, Lawton said. “Custom- 
ers know they can depend on our judgment of watches 





One of the most important effects of the department is 





















and clocks because we are watch and clock experts. 
They know we aren’t fooled by inferior merchandise. 

“And since we stand back of every sale, they are as- 
sured of good service here,”’ he added. 

The repair department also gives an added feeling of 
confidence to other purchases because customers know 
most repairs will be handled quickly and efficiently on 
the premises. 


IMPORTANCE OF GOOD REPAIR WORK 

A good repair service means better customer service 
in many respects, according to Lawton. Small adjust- 
ments and minor repairs can be made while the customer 
waits, and an estimate of the cost for a major job is 
available immediately, he said. 

Although minor repairs or adjustments may not mean 
immediate dollars for the cash register they add up to 
service and friendliness which brings customers back for 
other needs. Any service that brings a customer into 
the store is a valuable aid in building the habit of 
thinking first of Lawton’s for jewelry and allied needs. 

“We want our clients to make a habit of coming into 
our store,” he said. 

Rush repairs also are effective in creating a feeling of 
confidence in Lawton’s that extends to all other phases 














matching chain—are there for all to see. Your most discriminating 


Seustomers will recognize it instantly—another example of CHURCH craftsmanship. _ 
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workmanship that has gone into this lovely 14K white gold pendant with 
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of the business, the owner said. 

The department also provides a direct contact for sales 
of new watches and clocks. Customers who bring worn 
timepieces in for inspection are top prospects for sales 
of new merchandise from the watch and clock depart- 
ment. 

Lawton’s established long ago that no repair job is 
impossible. The firm runs a small ad in Orlando’s two 
daily newspapers several times weekly, a one-column 
institutional ad emphasizing its repair department. 

The ad is built around an empty picture frame with 
the statement, “A picture of the watch we can’t fix.” The 
ad carries the Lawton’s signature and the line, “Expert 
Watchmakers.” 

“I got the idea we needed some kind of slogan or 
statement when [| was driving along the highway shortly 
after going into business and saw a billboard put up by 
an auto repair shop. They had a good catch line—You 
wreck ‘em, We fix ’em’—and |: remembered it,” he said. 
“In fact, it stuck in my mind so well I decided some- 
thing like it would help my business.” 

Although Lawton’s advertising schedule now runs to 
large display advertising almost daily, and is especially 
heavy for seasonal events, the one-inch institutional ad 
continues to fill an important role in the advertising 
program. 

“The same ad appearing year after year without any 
stability and 


kind of change establishes a feeling of 





Now, for the first time, you can offer 
your customers the matchless styling and 
craftsmanship of a Herschede clock — 
with the convenience of an electric 
movement. The movements are made 
by Herschede and powered by Tele- 
chron. These clocks are identical with 
the key-wound models in every respect 
except the electric movements. They 
are available at the same, or slightly 
lower, prices as the traditional key- 


WYreltlate Mmaslelei-1 (7 













MANY MODELS OF WORLD-FAMOUS peccagie 
HERSCHEDE CLOCKS NOW AVAILABLE 1% need. 
WITH ELECTRIC MOVEMENTS! j 


$27.50, key-wound or 


electric movement. 








permanence, especially important in our type of opera. 
tion,” Lawton added. 


ORLANDO 





The empty picture frame ad and slogan also keynote 
the firm’s billboard campaign which was launched a few 
years after the original repair store was opened. Lawton 
uses three boards on major highways through the city. 
Each board includes the picture frame and repair state. 
ment, and the firm name plus the tags, “Registered 
Jewelers, American Gem Society.” 

The boards are simple and effective, according to 
Lawton, who believes the permanence of the boards, the 


atta Mol a-Misla-t-m sled oli cols 
styles with either key- 
wound or electric 
movements. New 
Herschede electric 
clocks and the entire 
line of Herschede fine 
timepieces; are listed 
in our new color bro- 
chure. Send for as 
many copies as you 


No. 180—A_ modern 
wall clock in spun brass 
or a. variety of fine 
leathers. 14” ggiameter. 
Retail $34.50, key- 
wound or electric move- 
Aue 


> 


No. 176—Brilliantly simple \ | No. 160—The perenni- 
with case of blond wood, ¢ 
legs and handle of wrought 


ally popular banjo clock. 

~~ Rich mahogany case. 26" 
high, Retail $32.50 with 
electric movement, 


$35.00 key-wound. 


9%" high. Retail 





HEDE HALL CLOCK COMPANY .- Cincinnati 6, Ohio 
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simple and unc shanging copy, add to the feeling in people’s 
minds of the store’s permanence and reliability. 

Although Lawton’s advertising schedule is _ well 
balanced and does not run especially heavy to watches, 
the timepieces get a good share of newspaper space 
during the year. Watches are featured around graduation 
time and clocks and watches are emphasized around 
Christmas and other seasonal periods. 


WATCHES FOR GRADUATION 

A watch ad placed early in May is typical of the 
graduation schedule, Laid out in a space four columns 
by eight inches the ad featured two of the firm’s tép 
lines. It illustrated men’s and women’s wristwatches and 
was worked around the theme, “Remember their ‘Day 
of Days.” 

The firm’s advertising schedule includes spots on two 
of Orlando’s radio stations, and a weekly 15-minute 
television show which usually features diamonds and 
other precious stones. 

Located at the rear of the store on the main floor near 
the office. Lawton’s repair section is operated by three 
full time watchmakers. Equipment is set up in an area 15 
by 25 feet. It is cut off from public view by a partition 
behind the repair window. A full time watchmaker works 
at the window and also shows watches and clocks in that 
department located about midway down the store at the 


left on entering. 





Location of the window at the opposite end of the 
entrance leads all repair customers through the store 
and gives them ample opportunity to see other mer- 
chandise displayed on wall shelves with glass doors and 
in waist-high display counters. Special displays and 
exhibits are shown on attractive tables down the center 
of the store. 


Special attention was given the repair section during 
remodeling operations when Lawton’s made its last move 
six years ago into the present location. Large cutout 
wooden letters harmonizing with the dark wood used for 
interior finish identify the section. A swinging door ad- 
joining the waist-high window counter permits the watch- 
maker to move easily with his customer over into the 
new merchandise section. 


WATCHBANDS ARE ALSO IMPORTANT 

Watchbands also are an important part of the repair 
section. A variety of styles and sizes are carried in a 
tray under the glass-covered counter at the repair window. 
Lawton said the display is easy to maintain and has 
resulted in a strong increase in band sales since it was 
installed. 

The firm’s chief gemologist is Gene T. Hassett; R. D. 
Kennedy, a master watchmaker with years of experience 
in the watch and jewelry business, is the chief repair 
man. 
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Sterling silver was featured at the base of this window display 
last year at Carl Greve, Portland, Oregon. In the rear could be 
seen table settings and china and glass displays. 


















Indian Moonstone 
(From page 106) 
The traditional moonstone has come from but one im- 


portant source, near Ambalangoda, Ceylon. Its exact 
composition has been stated as anything from the 10 to 





30 per cent calciferous oligoclase feldspar, to the 0 to 
10 per cent calciferous albite feldspar predominantly ‘ 
sodium aluminum silicate, or soda-rich orthoclase, the 
potassium aluminum silicate. In the Ceylon examples 
moonstone varies from almost transparent to quite 
opaque. In general, the bluer the “schiller” (the jy. 
descent reflections) the clearer the stone, and the whiter 
the “schiller” the less translucent. The “schiller” js Visi. 
ble in one predominant plane, but reflections along other 
planes, of much lesser intensity, may be seen when the 
moonstone or labradorite is cut into a sphere. At times 
particularly when the feldspar is very poor quality as 
almost opaque, one gets the effect of a catseye when q 
stone is cut in a high dome. 

Since the interesting and attractive feature of the 
Ceylon moonstones, and this shows best in a single, easily 
recognized plane, is a blue “schiller,” it has been cus. 
tomary from the start to cut the stone in low-domed 
cabochons, practically ‘buff tops,” to bring out this color, 
The quality features for which one looks are complete 
uniformity, correct orientation, and a proper compromise 
between opacity and blue sheen to give the most beaut. 
ful stone. The larger the stone the more difficult to find 
without cleavage feathers and cracks. Larger stones of 
this type have been in demand for the cutting of cameos, 
and they have never been easy to find, despite the rela. 
tively low prices they command. 

In a later paper, Sir C. V. Raman and his associates 
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pursued their feldspar studies into the Ceylon moonstone 








2, Raman, Sir C. V., Jayaraman, A., and Srinivasan, T. K.; The 
Structure and Optical Behavior of the Ceylon Moonstones; 
Proc. Indian Acad. of Sciences, Vol. 32, #3, Sec. A., 1950, pp. 


123-140. 





field. Analysis of the gemstone shows that it is a mixture 
of potassium and sodium feldspars in composition. In 
contrast to the labradorite, the potash feldspar is now in 
excess. The phenomena in the two feldspars are similar, 
in that moonstone’s bluish reflections are caused by 
the presence, in predetermined crystal planes, of small 
crystallites of albite feldspar in orthoclase. The difference 
~ refractive indices between the matrix orthoclase and 
the albite island is relatively slight, and about one 
seventh of the difference between orthoclase and labrado- 
rite. Hence the lesser intensity of the iridescence. Further- 
more, the albite proportion may be much higher, and 
the crystallites much larger, producing the whiter effect 
noted above; the contributing bluish “Tyndall effect” 
(the cause of the color of the sky) being less significant 
as soon as the crystallites attain any size. 

Moonstone has been found in many other localities, 
but none has attained any commercial success. In our 
own country it has been found in small, slightly smoky 
crystals in New Mexico, and a few stones have been cut. 


Madagascar produces an intensely iridescent greenish 
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to bluish “schiller” moonstone, but there seem to be 
no flawless and uniform pieces of any size. It is probably 
nearer to labradorite than orthoclase anyway. To several 
generations, the term “moonstone” has meant the white 
stone with a bluish to whitish sheen so there has been 
some reluctance to accept anything very different from 
that as real moonstone. Part of the reserve with which 
the new Indian material has been greeted is due to its 
rather startling differences from the traditional material. 

The first of the new moonstones arrived in New York 
two or three years ago, but found no acceptance. It is 
not surprising that this was the case, for in color they 
are greenish, gray, yellowish-brown, orange and white. 
The “schiller” is unlike that of the Ceylon material too, 
for it is white, tinged with the cast of the stone itself 
into greenish, grayish or coppery tints. Without ex- 
ception, the finished stones that have come in from India 
have been cut in very high cabochons. Forgetting that 
the chief interest of a moonstone is its girasol effect. 
an all-over reflection, and not realizing that the effect 
created by the high dome cutting was not that which was 
desired in a moonstone, they have been touted as remark- 
able “star moonstones” and “catseye moonstones.” 
Protests to the source anent the cutting met with the 
answer that this was what was wanted, rather than the 
traditional moonstone cuttings; and a persistence in the 
cutting for weight that has made the stones somewhat 
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unacceptable in the American market. In spite of this, 
they are meritorious stones for which a demand could 
be created, and they are worthy of better cutting. 

Several Indian dealers have been offering the stones. 
The writer is indebted to Habeebiya Gems Co., P. B. 222, 
Madras 1, and to Pitamberdass Mohanlal and Sons, 4. 
Mandlik Road, Causeway, Bombay for specimens and 
information about the stones. Prof. N. L. Sharma of the 
Indian School of Mines in Dhanbad has also supplied 
data, and one of our amateur lapidaries, Victor Pribil, 
Secretary of the New York Mineral Club, has cut some 
of the material to proper proportions. Finally, the New 
York artist Ewald Leyendecker has cut two cameos 
which really bring out the potentialities of these remark- 
able stones. (Fig. I.) 

It has not been possible to obtain any pictures of the 
actual locality. Prof. Sharma, however, has described the 
place and has the following to say: “Near Kangyam 
(South India) we have two or three hillocks standing 
up from the more or less flat country. These hillocks are 
made up of syenites (a granite-like rock, lacking quartz) 
and syenite pegmatites, including nepheline syenite, 
pyroxene syenite, and corundum syenite types. The main 
hillock is known as Sivamallai Hill which is about 400 
feet higher than the surrounding country. The country 
rocks are. . . (metamorphics) . , and there are also 
granitic and pegmatitic injections, some of which may be 
younger than the syenites. Evidently the moonstones 








must have been collected from some of the syenite 
pegmatites of the area. There is no regular mining, The 
local people collect some specimens from the surface and 
| understand some jewelers from Rajasthan and othe; 
places visit the town and buy these specimens from the 
local people. There is no local industry in that area fo, 
these stones.” 

Mr. P. P. Zavery, of Pitamberdass Mohanlal and Sons 
adds some other interesting information, as follows. in 
a letter dated May 1, 1954: “About a year ago moon: 
stones in different colors, such as green, pink, yellow. 
black, milky, and white were found in South India, Up 
to the present time, no firm or individual are prospecting 
the mines. The stones, which subsequently proved to be 
moonstones, came to notice just by an accident, in the 
course of blasting operations which were being carried 
out for sinking wells. People are making frantic efforts 
to find such stones, particularly stones with the blue 
shine as is found in the Ceylonese stones. Unfortunately 
their efforts have not yet succeeded. The rough material 
as is found is sorted out in the sun to find out the best 
powerful moonstone. The stones are then cut and 
polished. The Swiss and German people insist on high 
shaped stones and this is the reason for high cutting, 
The real beauty of moonstones lies in seeing them in the 
daylight. Under an electric light they do not look very 
nice. In the colored moonstones, we get catseye type 
line, also four line star and plain moonstone. The catseye 
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type and the four line stones show very well under 
electric light.” 

The appearance of the rough sent by Habeebiya Gems 
Co. bears out their statement that “It is said that these 
are found above the surface of the earth (on the surface 
| would assume) as well as on a very low level beneath 
from where these are picked up.” There are no crystal 
surfaces showing, they are corroded as if a pegmatite 
had weathered and broken down, with the purer, more 
gemmy masses persisting in a resistance to the corrosive 
effects of the ground water. Wetting or oiling the surfaces 
brings out the “schiller” planes better, permitting a better 
appraisal of the material. It is graded for both color and 
freedom from flaws and feathers, but even the most 
perfect examples which would permit the cutting of 
fairly large cameos (the most desirable and expensive 





HAVE 
YOU 
GOT 
THE 
RIGHT TIME? 





e Recently a lady brought a watch into the jewelry store 
of Henry H. Hamil, Lewiston, Maine, to have it cleaned. 

Two weeks later she returned to the store and indignantly 
asked Hamil what he had done to her watch. She told 
him that it was keeping perfect time but that she now 
had to wind it once a day. 

“Before having it cleaned,” she said, “the watch only 
had to be wound once a week.” 


Write us a note about your unusual business experi- 
ence (literary style is unimportant). $5 will be paid 
for each story published. Address JC-K Editorial 
Dept., 100 E. 42 St., New York 17, N. Y. No manu- 
scripts returned; all become property of JC-K. Jewel- 
er’s name and town will be used in story unless 
request is made to omit it. 
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Gotham 
Stecialty Watehes 


Nuns Watch 


WITH SACRED if HEART DIAL 


Dy 
One of the few correct gifts for a nun. A 
truly fine 17-jewel Gotham Watch, with au- 
thentic full color Sacred Heart on white por- 
celain dial. Sterling silver case, sweep second 


eae to Retail at 
7 x Fed. tax Included 
= 
PERFECT FOR 
NURSES TOO! 


to Retail at 


$3975 


With Plain Enameled Dial 


Braille Watches 
For the Sightless 


Braille wrist watches for ladies and men are available 
in nickel chrome steel back, yellow top steel back 
and all 14 kt. gold cases, all with easily released 
transparent protective covers. 17 J. and 21 J. 
Incablock, unbreakable 
mainsprings. Braille dials. 




















to Retail from 





Pocket Watches come in open 
face or Hunting style in 
chrome or yellow cases, 17 J. 
movements, Braille dials. 


to Retail from 


$3375 


No Federal Tax 
on Braille Watches 


For complete price list write 


OLLENDORFF WATCH CO., INC. 


20 W. 47 St., New York 36, N. Y. 
Fine Watches Since 1868 
TIME FOR A LIFETIME 
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gcade of moonstone) are very moderate 1n cost. 

The refractive index determination indicates that it is 
an orthoclase feldspar, The whiteness of the sheen would 
suggest that the crystallites of albite must be of about the 
size of the larger Ceylon ones, as does the predominance 
of catseye effects. The Raman studies indicated that the 
angle over which the blue color was visible was much 
greater with the smaller crystallites and bluer sheen, 
hence the narrow catseye band is the result of slower- 
separating and larger-grown albite centers. 

Common orthoclase comes in many different colors, 
all of which are represented in this unusual Indian peg- 
matite material. They are imparted, presumably, by 
various impurities, and they give these stones much more 
individuality than possessed by the Ceylon moonstone. 
The general effect of a Ceylon moonstone is about as 
uninspiring as the average diamond; an _ outstanding 
stone of this Indian find could be a real gem. 

a 
INDIAN AND CEYLON MOONSTONES 

There is one real difference between the Indian moon- 
stones and the Ceylon moonstones, in addition to their 
color. This is the presence of several “schiller” planes, 
with not too much difference in their intensity. The 
crystallites which cause the schiller reflections must have 
more equal dimensions being less platy than those of the 
Ceylon stones, with their smallest dimension large enough 
to give only a white color and limit its reflections to a 



























small angle. This results in the distinct catseyes and four. 
rayed stars mentioned in the letter quoted. It also compli. 
cates the cutting problem for an inexperienced cutter, 
for one is sometimes at a loss, with a piece of corroded, 
irregular rough to place the best “schiller” plane jn 
exactly the right position. It is actually much easie; 
to cut the high cabochons and bring out the catseyes and 
the stars than it is to give them the usual moonstone cut. 
We noted near the beginning that the other plans could 
be spotted in a labradorite or moonstone sphere from any 
locality, but nowhere have they been so pronounced as in 
these new Indian stones. 

Since there is a “frantic” demand for moonstones to 
fill the gap created by the exhaustion and _ reported 
flooding of the Ceylon mines, it would be well for some 
of the Indian moonstones to be supplied in the traditional 
flat shapes of this material. To show that it is not neces. 
sary to cut only high cabochons, and that the stones have 
considerable merit when given the more conventional 
treatment, Ewald Leyendecker has cut two flat moonstone 
cameos, one in gray moonstone, the other in the coppery 
and very remarkably colored material. He reports that 
the material works very well, quite like Ceylon moon. 
stone, and presents no problem to an experienced cutter, 
The picture illustrates the effectiveness of a conventional 
handling of the stone. 

Having shown that with proper cutting the new moon- 
stone from India is the equal of the Ceylon material, 





This is 








Bosca-Built means it’s made in the only completely 
modern new plant in the industry. Bosca-Built 
means it's quality built with 2 generations and 
42 years of experience behind it. Bosca-Built 
means there is 100% profit in it for you... 


Write for our 42nd Anniversary specials today! 


Hugo Bosca Company, Inc., Springfield, Ohio 


NEW YORK SHOWROOMS:—EMPIRE STATE BLDG. 
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there remains the problem of popularizing it. This only 
requires a willingness on the part of manufacturers to 
introduce something new. There are wholesalers in this 
country who can supply the rough stones, or they can 
be obtained directly from India. Since it is claimed that 
the Swiss and Germans want high cabochons, it would 
probably be advisable for any manufacturer here who 
wanted to import the cut stones to obtain some of the 
rough, have a few stones properly cut here to his 
specifications, and then send them to India with his order 
as samples of the shapes and sizes he wants. They can 
also probably be obtained direct from Idar. for the 
German lapidaries unquestionably have supplies of the 
rough. In view of Prof. Sharma’s letter, it is unlikely 
that the supply will last very long, unless something is 
done to encourage the mining of the stones. At the 
present time it is adequate and not excessively dear. 

The catseyes and the stars are really new stones, 
without Ceylonese counterparts. The stars are quite dif- 
ferent and some interesting business could be done with 
them, but it will be necessary first to publicize and 
popularize the ordinary moonstone material. It would 
be very desirable to do this, for we seem to be living 
in a world where new shortages keep coming up, and 
one stone after another rises in cost to the point where 
it is no longer properly considered a “semi-precious” 
stone. Here is a new material which can slow the shrink- 
age of that category; let’s see what we can do with it. 


Jewelers Active in Portland’s 
‘Miracle Mile’ Promotion 


In Portland, Oregon, four jewelry firms are active 
participants in a joint effort with other retail business 
firms to promote their 12-square-block area of the metro- 
politan sector as a _ shopper’s park-easy, shop-easy 
“Miracle Mile.” 

Carl Greve, Jr., spokesman for the jewelry quartette, 
which also includes Frank A. Heitkemper, Inc., Stanley 
Lythgoe and Zell Bros., states that the area’s merchants 
are pooling the cost of rotogravure pull-out sections in 
The Oregonian’s magazine section, in addition to bill- 
boards, and radio spots. All are using “Miracle Mile” 
slogans in individual newspaper advertising. 


SUPPORT FROM CITY COUNCIL 


Most recent in the merchants’ campaign to make Port- 
land shoppers conscious of the concentration of quality 
shops is approval of the city council of permanent metal 
identification markers stating “On the Miracle Mile.” 
which are being affixed to all telephone poles in the area. 

One of the area’s biggest selling point in traffic- 
crowded downtown Portland is the fact that the “Miracle 
Mile” can handle 4000 cars per day in off-street parking. 

“No single person is running the campaign,” says 


Jeweler Carl Greve. “We're all pitching in with money, 
time and ideas to make this promotion benefit all of us 
who do business on ‘Miracle Mile.’ ” 
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RUNNING A | 
SUCCESSFULSALE | 
IS AN ART 








by Manny 
Silverman 





| AM ALMOST TEMPTED TO CHANGE 
MY POLICY & GO OUT & BUY STORES! 


| have been writing to and talking with many jewel- 
ers who want to go out of business, trying to give 
them the benefit of my experience in well over 600 
sales in jewelry stores in the last five years. 


| have explained time and time again how ridicu- 
lous it is for a jeweler to sell out to a liquidator for 
50-60-70¢ on the dollar. This buyer will then run a 
sale under the name of the original jeweler and 
reap a harvest of huge profits, merely because this 
jeweler did not have enough confidence in his own 
reputation in the community to have us run the 
sale for him instead of the purchaser. 


We just completed two sales for jewelers—one a 
flat sale and one an auction sale. In both cases 
they were ready to sell out for 70¢ on the $. | had 
a devil of a time convincing them not to sell, but to 
have us run a sale for them on a commission basis, 
and finally succeeded. In Case A—after the auc- 
tion, the jeweler realized over 95¢ on the dollar 
AFTER ALL EXPENSES. In Case B—the jeweler had 
a very small stock, but he realized about 90¢ on the 
dollar of cost merchandise plus $3200 for his fix- 
tures AFTER ALL EXPENSES. 


In Case A—the jeweler had an inventory of $46,000. 
He realized $43,800 after expenses. Had he sold 
out for 70¢ on the dollar, he would have received 
$32,000. 

A NET GAIN OF $11,800 !! 


In Case B—the jeweler had an inventory of only 
$8500. He realized over $7600 after expenses and 
we were then able to sell his fixtures and leftovers for 
$3200. Had he sold out for 70¢ on the dollar (for 
mdse., fixtures free) he would haxe received $5950. 
A NET GAIN OF $4850 ! ! 


NOW DO YOU WONDER WHY | AM TEMPTED 
TO CHANGE MY POLICY AND BUY STORES? 
The letters of recommendation from these two jewel- 
ers are in my files for your inspection. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Tel. PLaza 7-4693 
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A name associated with 
the best of design and 
workmanship in diamond 
and precious stone, gold 


and platinum jewelry. 





e GEO. SCHULER & CO., INC. 
@PREFORMED PARTS INC. 


NEW YORK SALES OFFICE 
515 Madison Avenue 
New York 22, N. Y. 


FACTORY AND C “FICE: 
WAM -i-toh tol ao Me colele| 


Pleasantville, N. Y. 

















“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 























































To Charge or Not to Charge for 
Gift-Wrapping Service? 

That at least 75 per cent of a jewelry store’s cys. 
tomers would prefer to pay for gift wrapping, providing 
they get a more elaborate design, meeting their own 
specifications, has been demonstrated at Daniels Jewelry 
Co., Phoenix, Arizona. Here a one-year experimental 
program has almost completely eliminated the expense of 
free gift-wrapping. 

The program initiated originally as an experimen, 
during the past Christmas season worked out so well 
that it has become a regular year-round feature of the 
store, according to Samuel H. Straus, a store executive. 

“Gift-wrapping is a day-in day-out problem with ys 
just as in many other jewelry stores of comparable size 
and location,” Straus said. “Since much of each day’s 
volume consists of gift purchases, the problem of attrac. 
tive gift-wrapping has always been with us. But in recent 
years it has assumed serious proportions. Today almost 
every gift-giver wants to present an ornate, unusual pack. 
age. In order to comply with these needs, clerks were 
spending a substantial part of each working day in gift. 
wrapping and customers were demanding more in the 
way of gift boxes, wrapping paper, ribbons, and so 
forth.” 








Before the last Christmas season—somewhat concerned 


with high cost of free wrapping—Straus determined to 
experiment with selling gift-wrapping rather than giving 
it away free. To test customer reaction he built several 
pegboard display panels to display three to a dozen 
dummy gift packages, all beautifully wrapped. The gift 
wrapping charges were scaled all the way from 15¢ to 
$1.00. As shown in the photo above, panels were taste- 
fully arranged so that the customer could easily point out 
the paper, the seals, and ribbons to be made up in the 
package she desired. 

All the store’s salespeople were instructed to inform 
customers that Daniels would extend the usual courtesy 
in the way of a well-made gift box with each purchase 
but that “custom service” was available at a booth in the 
center of the store where two expert wrappers were on 
duty for the holiday season. 
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“We limited our gift-wrapping to the presentation of 
a gift box, | 

package be provided with the usual trimmings we, 
. : . © sa ~ 
of course, went ahead with her request rather than risk 
losing the customer s good will. In most instances, how- 
ever, we simply invited the customer to look over the 
display of attractive packages available at the wrapping 
counter. 

This program has succeeded. Straus had suspected 
that most customers were already accustomed to paying 
for gift-wrapping in department stores, at least for the 
past four or five vears and thus there was less resistance 
to providing similar service in the jewelry store. By the 


end of the Christmas season it was found that 75 out | 


of every 100 gift purchasers had elected to pay 25¢, 
35¢, 50¢ or even more for an elaborate gift package 


turned out to their own specifications. 


Straus stated. “If a customer insisted that | 






















No matter what season of the year is at hand, Daniels | 


continues to display the pegboard wall panels of dummy 


vift packages. All are properly priced. Now, gift-wrap- | 
 o) 


ping has been transferred from the “expense column” 
to the profit side of the ledger at this large Arizona 
jewelry store and Straus is convinced that the “custom” 
nature of the work is actually responsible for attracting 
many more gift shoppers into the store. 


Ad States Firm’s Price Policy 


John J. Naughter, proprietor of Naughter’s jewelry 


store, Albany, New York, made a forthright statement of | 


the firm’s merchandising policy in an institutional news- 
paper ad aimed at offsetting price cutters. 

The ad copy read, “We do not advertise sale prices 
because business is slow or values depreciated. We be- 
lieve that lower prices encourage more buyers . . . make 
more sales. 

“Our customers know our quality is never sacrificed 


and our experienced service is just what should be | 


expected of a fine jewelry establishment. We do believe 
in reduced prices, however (except price-fixed goods) 
because it keeps us busier and makes more customers. 

“We offer values far superior to most of the country’s 
biggest ‘price specialists’. We are exclusively jewelers— 
not dealers in sundry merchandise. Visit us, consult us. 
compare our values on the corner of State and James 
Streets. Never an obligation.” 

Naughter’s ad also featured these “specialty” services: 
(1) Dependable diamonds and fine diamond jewelry. 
(2) Creative designs in gold and platinum jewelry. 
(3) Fine watches, including elaborate diamond designs. 
(4) Sterling silver from a lemon fork to a tea and coffee 
service. (5) Cultured pearls—at prices to suit all 
budgets. (6) Diamond setting and jewelry manufactur- 
ing on the premises. 

“Consider the safeguards we 
jewels,” the ad concluded. 


responsibility, your valuables are automatically insured 


maintain for your 
“Aside from our personal 


while in our possession. Consider the expert attention 
we devote to every job.” 
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The exquisite ‘‘Heirloom” is one of 
many unusual and distinctive 
fashion watches by SHEFFIELD 

. With the smart appeal to 
every woman’s love of the feminine. 


Delicate mother-of-pearl rimmed 
with simulated pearls, all gold- 
plated back. Two-strand gold-filled 
chain with simulated pearl strand 
in between. Even has a tiny safety 
chain. Anti-magnetic. Guaranteed. 
Retails at the unbelievable price 

of $15.95. 





Look to Sheffield for Fashion 
Firsts... for Fashion Winners 
... for faster profits! 

Wire, phone. write for details. 


if it’s FASHIONABY 
~~ it's SHEFFIELD) 


LZZZZ-A 


E PAN AMERICAN BARTER CO., Inc. 
663 Fifth Ave. New York 22, N.Y. 
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Each crystal is a gem, colorful and always bril- 
liant with flower hand painted. Available indi- 
vidually carded with this attractive 12-on display, 
in Sterling or 14K Gold. Popularly priced, exttu- 


sive, through wholesalers. 


| z J J. M. FISHER COMPANY 
ATTLEBORO, MASS. 





A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 


> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 

>» Released monthly on a yearly subscription 


basis, this new design service is available at 
$3.00 per month. 


Write today, enclosing $3.00 for the latest 
issue and subscription form. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 


SPOOL SIRSEE LOEIMH &HLHLOY4SOOOROOOROCOEE 



























Portrait of Store’s Mascot 
Draws Interest 


Inka, a French poodle that is practically a trademark 
at Gertrude McFarland, Portland, Oregon, has always 
had a place of honor in the shop. Recently he invaded 
the window, by way of a very handsome portrait, around 
which Mrs. McFarland built her Portland Rose Festival 
Week display. 





tse ERD 


Amused interest was shown in it, both by old cus. 
tomers to whom the friendly dog is familiar and by 
those who were charmed by the novel juxtaposition of 
the poodle and the city’s special week, June 8 to 12. 

A copy card in the window read, “Inka Salutes Port- 
land’s Rose Festival 1955.” And beside the large painting 
of Inka was the card, “Painting by Paul Strayer, well- 
known Chicago artist.” 

On the two levels of the window were shown costume 
jewelry. Included were a blue-and-white bead choker 
necklace with matching earrings; a blue and _ bronze 
bead choker; a bronze bracelet with a topaz setting. At 
both sides of the painting were candlesticks. 





Display’s the Thing 
(From page 114) 


The boxes that make up this window are recessed into 
an alley-like space behind the redwood facade, which 
is about 30 in. wide. The backs of the boxes are remov- 
able for decoration. The tops are open with fluorescent 
light tubes above them high enough to be completely 
concealed from the outside. The velvet lining inside the 
wnidow display boxes is attached to homosote panels 
which can be removed for recovering to facilitate keep- 
ing the displays fresh and colorful. 

In the space above and below the display boxes Gordon 
has put shelves. On these he stores display units made 
up and ready to be inserted in the window. This makes 
possible a continuing change of display with little effort. 

The entire store front is plate glass from floor to 
ceiling. Inside the store in the space on each side of 
the swinging glass door, Gordon has a modern wrought 
iron display. He points out that the front of a jewelry 
store is not used to any good advantage since customers 
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do not stop immediately upon entering, but go into the 
store a few feet. By this treatment he utilizes the space 
just inside the door in the manner of a show window. 

In addition to the redwood paneling which extends 
into the store on the one side, he has also extended his 
standard show window two feet into the store. This 
portion can be seen from the street, and from the inside. 

One finds no sliding glass doors on showcases in this 
new store. Instead, there are open glass shelves the 
length of the sales room on both sides. In front of these 
shelves are the counters. 


VERSATILE WALL SHELVES 


The wall shelves are quite versatile. Gordon had them 
installed in short sections. The present displays are 
separated by wooden partitions which are movable. 
Since the shopping center is new and he cannot tell what 
items will be popular, he has worked out this arrange- 
ment to permit more or less room for the various items. 
The glass shelves are of different widths. The lowest 
ones are 16 in. wide, the next shelves above these 12 in. 
wide and at the top the shelves are but 10 in. in width. 

A great deal of color has been used by Gordon. One 
side of the sales room is blue, the other a soft rose. 
Both ends are done in the oiled redwood paneling, and 
the ceiling is white. Back of the shelves the walls are 
of striated plywood on both sides, with the space above 
the decorative overhang a smooth plaster finish. There 


compartments which are about 4 in. x 5 in. They run 
five high and nine across for each section. The two 
sections are set on a slight slant to form a V-shape to 
the display, and are set on top of storage cabinets with 
a shelf between the two. 

The metal cabinets under the shelves are the kind 
used for small parts in hardware stores. Gordon felt 
sure they were ideal in size for storage of small jewelry 
items, but was concerned about the appearance of them. 
However, he finds they present a neat front, and that 
they are not conspicious behind the counter. Each small 
compartment bears a white card label of its contents. 

Gordon’s father and grandfather were jewelers, the 
family having served New York City and Westchester 
County since 1905. At present Gordon and his brother 
have a store in Mount Vernon which was established 
there in 1928. They find the problems in a new shop- 
ping center quite different from the established trade of 
their Mt. Vernon store where they have long been known. 

One big difference is to atiract customers on store 
appearance. Another is the desirability of carrying low- 
priced, traffic-building items to entice people into the 
store. And so, display is all-important. 

The new store was opened on April 20, 1954, when the 
new Cross County Center opened. 


“The sales records will eventually show whether or not 
my window idea is a good one,’ Gordon said. “If it 
isn’t, it can be torn out and replaced with a standard 






















cus- is no contrast in color—just in the materials used. 
1 by To display his watches, Gordon had a shadow wall window. I’m willing to try new ideas; but if they don’t 
n of unit built. This is in two sections, each containing 45 work, I am just as willing to let them drop.” 
P ort- a ne 
iting 
well. #210 Electric Clock. Size 4%2'’x6%4'’x e 
13%4"" $35.00 Keystone. | A Beautiful 
‘ume es 
oker 
onze 
se : Gift Line 
y All in Color! . . . Nature’s Designs of Sealife, Birds, Fish Flies 
#220 Half - round 
Book Ends. Size 
’ 4¥"" wide, 5%” 
into high, 234°’ thick, 
hich $40.00 Keystone. 
NOv- . 
ail We guarantee your profits—you can’t lose with KarvArt’s 
tely new gift line! Beautiful Lucite Preserves Forever these 
the striking, Three Dimensional Scenes. A Fascinating, Different 
wale Kind of Gift. Frisky sea horses, sea shells, sea fern, star fish. Miniatures of 
2ep- ducks, pheasant, game fish, ete. So unusual most people can’t believe their 
own eyes. A complete line including Key Chains, Book Ends, Table Lighters, 
don Jewelry, ete. Retail prices from $1.00 to $40.00. Priced right for fast sales. 
ade Don’t wait—get all the facts without delay! 
= Write for 1955 Catalog and Price List 
ort. 
to Attention: Some Representatives’ Territories Still Open 
of 
shi KARVART PRODUCTS MFG. 
Iry P.O. BOX 911 CAMDEN 5, N. J. 
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ARLEN 


.... THE WORLD’S LARGEST AND FINEST 
SELECTION OF TROPHIES @ 
AND AWARDS 





GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 2 | 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, ‘* ° 
ECONOMICAL “OSCARS” 


THROUGH AUTHORIZED DEALERS 


Write for new, copyrighted ‘Trophy 
Selection Guides’ with your im- 
print, — a streamlined selling aid 
to increase trophy orders and to 
reduce customer time in ‘‘select- 
ing” trophies. 


ARLEN TROPHY CO.nc SA 


50 GOLD STREET BROOKLYN 1,N. Y. 


SOLD ONLY 





atolaniteyal 
Plastic Molded Boxes 
Set New Sales Records for 


Importers 
and Jobbers! 


HUNDREDS of 
Stock Plastic 
Boxes 
to Choose From 


NO MOLD CHARGE = 


For Special Boxes 


ph WEDGEWOOD 


FLOWER BOX 





Custom-made boxes made to meet your specific requirements with- 
out mold charges. Send us your product for a model. We make : 
full recommendations—at no obligation. 


Priced Lower Than Most Other Boxes 
Because of Harmon mass production and know-how as box specialists. 
Stimulate Your Promotion 


Give your sales Program a new lease on life with these plastic 
molded boxes. They're re-usable and they whet the customers’ buy 
appeal with their eye appeal. 


Call or write today for 1955 illustrated brochure. Dept. J. 


THE 


“CREATORS AND SPECIALISTS IN PLASTIC BOXES’ | 


327 MADISON AVENUE +» NEW YORK 17,N. Y. 
* MURRAY HILL 7-7644 














... how lucky can you be? 


e The jeweler was removing a tray of diamond rings from 
the window, transferring them to his safe for the night. 
His eyes fell on a blank space in the tray. One of the 
rings was missing! It was a $150 one. 

The first thought that the ot J. A, 
McCarthy, the jeweler of Oneonta, N. Y., was that the 


crossed mind 





| loss could hardly have been a theft because had it been, 
| more rings would have been missing. Although he knew 
| that he had not sold any rings from the tray that day, he | 
| searched every inch of the store and the window but was 
| unable to find the missing ring. 
| As it was closing time, McCarthy delayed notifying the 
police of the loss until he had had a chance to talk to his 
wife, who had been left in charge of the store for a few 
minutes earlier that afternoon. 

As he walked the 


home, he turned ever in his mind the various possible 


three blocks from the store to his 
| explanations for the loss of the ring, but was unable to 

arrive at a convincing solution, As soon as he got home, 
| he explained his dilemma to his wife, but she was unable 
| to account for the missing ring. 

Just at that moment Mrs. McCarthy happened to glance 
at her husband’s necktie. “What is that wire on your tie 
holder?” she asked. Sure enough, the missing ring had 
caught on his tie chain and had clung there precariously 
all the time he had been searching his store and while he 
had walked home. 





McCarthy sums up his experience that day by saying, 
“The good Lord must have been with me.” 


Write us a note about your unusual business experi- 
ence (literary style is unimportant). $5 will be paid | 
for each story published. Address JC-K Editorial 
Dept., 100 E. 42 St., New York 17, N. Y. No manu- | 
scripts returned; all become property of JC-K. Jewel- 
| er’s name and town will be used in story unless | 
| request is made to omit it. | 
| 





A Correction 


The mischievous gremlins which occasionaliy plague 
magazine editors turned up at JEWELERS’ CIRCULAR- 
KEYSTONE last month and played havoc with one of the 
details in our story, “Fashion Show Builds Prestige.” 

The store incorrectly referred to Miss Anne Geyer as 
a free lance fashion designer. Actually, it should have 
read “Miss Anne Geyer. free lance jewelry designer. 
We are happy to make this correction. 
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BUDGET CHEST #701 


PRINCESSE CHEST #733 


DUBUTANTE CHEST #734 
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CHESTS will give you 


THE PILLIOD CABINET COMPANY « Swanton 1, Ohio 


Please send #701, #733, #734, 
chests on memo billing. Also send complete line catalog. 
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ADDRESS 
| |) ae SO 


SIGNATURE TITLE 


i 
an extra profit margin: 


3-way profit opportunity 
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DECORATOR CHEST #777 


, od THE PILLIOD CABINET COMPANY 
SWANTON, OHIO 











Left—This “Flying Dutchman” calendar watch 
from Marvin was created to celebrate jts 
selection as official watch of KLM airlines, 
Self-winding, water and shock-resistant, anti. 





































magnetic. 14K gold overlay top. $135, retail 


Right—This new eight-day desk clock is from 
the Junghans line being offered by Henry 
Coehler Co., Inc., 101 Fifth Ave., New York. 
Raised gilt numerals, 4-jewel lever move. 
ment, brass stand. About $19.50, retail. 


Left—This unusual new watch is the “Galaxy” 
from LeCoultre which has no hands. Time is 
indicated by two diamonds which “mysteriously” 
move around the “phantom” dial. 35 diamonds 
form the 12 hourmarkers. For $325, retail, 


Right—The new “V.I.P.” executive desk clock. 
radio unit from Motorola has Telechron clock 
and 5-tube radio. Pre-set tuning device, auto. 
matic appointment buzzer, appliance outlet. 
Finished in silver enamel and gold plate. 


Left—This new “Mercury” automatic calendar 
watch from Wittnauer tells the time, date and 
the day. Stainless steel case, self-winding 
movement, lifetime mainspring. Shock and 
water resistant. Retails for $89.50. 





Right—This automatic electric clock is from 
Ergas, Switzerland. Year-round calendar shows 
time, day, date and month. 11-jewel lever 
movement. Variety of other models. Marshall 


Watch Corp., 545 Fifth Ave., New York. 
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Left—This tiny new ladies’ chronometer from 
a.Matic is smaller than a dime. Said to 
be world’s smallest self-winding chronometer 
for women. Ballbearing-mounted winder. In 
steel, $155, FTI; in 18K gold, $285, FTI. 


Etern 


Right—This is the “Helmsman” model from the 
new Seth Thomas line of Rotor models. Water 
and shock-resistant. Black face with raised 
gold numerals and hour marks. Luminous 
hands. Stainless steel back. For $59.50. 


Left—This barometer-thermometer-hygrometer 
combination from Airguide Instrument Co., 
9210 Wabansia Ave., Chicago, has Chippendale 
styling. Mahogany case, brass bezel and knob. 


/ vr 


2614,” high by 834” wide. $45, retail. 


Right—This boldly-designed alarm clock is 
the “Vision,” one of seven new models in the 
Seth Thomas line. Sculptured mahogany case. 
Massive brass ring circles the charcoal 

face. Luminous dial $9.95; plain $8.95. 


Left—This ladies’ expansion watch band is 
part of Speidel’s new “Lizard Links” line. 
Genuine lizard leather inserts come in red, 
green, black and brown. Special feature 
makes each link removable. $11.95, FTI. 


Right—The “Nassau” model from Elgin features 
one of the firm’s new line of tapered straps 

in bright colors. Rolled gold plate case. 

water and shock-resistant. Light, blue-grey, 
natural leather strap. $49.75, retail. 
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Left—This new cartridge filled fountain pen 
is the “C/F 595” from Waterman. Selection 

of points available. Comes in black, red and 
green with chrome trim. Retails for $5.95; 

with matching pencil for $9.95. 







































Left—This “Eldorado” model is one of a new 
series of men’s expansion bands from Flex. 
Let. Designed to blend with the bold look. 
Yellow or white gold filled. Unconditional 
repair guarantee. Retails at $9.95, FTI. 


Left—This is the “Silver Melody” pattern 
to be introduced in October by International 
Sterling. Single carved flower on modern 
pistol grip handle. Deep sculptured look. 
Six-piece place setting for $32.50. 


Right—This cigarette case from Barbara Bates 
division of C. J. Bates & Son, Chester, 
Conn., is part of new line of low-priced gift 
accessories. Has a leather cover. Holds 
regular and king size. Retails for $4. 


ae 


Left—This new “4-in-1” writing instrument 
has been introduced by Norma Pencil Cor- 
poration. Combination pen and pencil. Has 
ball-point pen plus red, blue and black 
leads. Retails for $5.95, FTI. 

















Left—This new ball-point pen is introduced 
= by Super-Craft Manufacturing Co., 445 Broome 
PEEL ELS - St, New York. C yeery 
So .. New York. Cross and barrel are 


studded with rhinestones. Black or white 














barrels, standard refills. $6 per dozen. 


Theyre new... theyre 


THE JEWELERS’ CIRCULAR-KEYSTONE 





































al 


ates 


rome 





Left—Chas. Gold & Co., 36 West 47th St., New 
York, introduces this 14K gold reading class 
with precision ground lens. Glass slides 

out of case with a flick of the thumb. In 
variety of designs. Retails for $200, FTI. 


Right—Maurice Goldman & Sons, 10 West 47th 
St. New York, has introduced this new set 

of cultured pearl earrings. Encircled by 

six diamonds alternating with tailored 

bars. 14K white gold. $208, Keystone. 


Left—This is the new “Star of Love” engage- 
ment and wedding ring set from Kaspar and 
Esh. 126 West 46th St., New York. 14 or 
18k white gold. Also comes in two-tone 
cold or platinum. Wide range of prices. 


Right—This attractive pin is introduced by 
Arbor Jewelry Co., 204 Westminister St., 
Providence. Die-struck sterling silver. 
Rhodium finished with hand-set Austrian 
brilliants. Retails for $13.50, FTI. 


Lejt—The new “Sunburst” from Syracuse Orna- 
mental Co., Syracuse, New York, is a guar- 
anteed precision barometer instrument. White, 
black or metalgold finish. Two sizes, 16” 

or 23” diameter. $15, wholesale. 


Right—This newly-introduced novelty money 
clip is from Fithian, P. O. Box 24, Sun 
Valley, California. Made of hard rolled 
sterling. Has a guaranteed spring clip. 
Priced at $8.50, Keystone. 
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Left—Westinghouse has introduced this new 
automatic coffeemaker which makes from 3 
to 10 cups. Percolator type. Polished 
chrome over aluminum. Phenolic plastic 
base, non-slip plastic handle. $19.95, 


































Right—This calendar clock-radio is one of 13 
new models from G.E. Self-starting clock has 
luminous hands, shows date and day. Wake-Up. 
To-Music and automatic Sleep switches. 4 
tubes, built-in iron core antenna. $39.95, 


Left—This new 5-piece set of household cut- 
lery is from Kirk’d Ltd. Pagwood handles 
resist burns, food acids, detergents and hot h 
water. Sheffield stainless steel blades are 
hand-honed. Retails for $20. 


Right—Hamilton Beach’s new “Mixette” port- 
able mixer has a 5-year free service guarantee, 
Has 3-speed control and positive beater ejector. 
Wall-hanger and storage box included. In 
white enamel, $19.50; chrome, $21.50. 








Left—This is the new “Toast-Maid” electric 
toaster introduced by Camfield Manufacturing 
Co., Grand Haven, Michigan. Shock-proof. 
Controls on both ends. Automatic timer 
adjusts to moisture content of bread. 


Right—This new Schick “25” electric razor is 
said to shave closer than any existing model. 





Ivory-plastic sides are ribbed to provide 
non-slip grip. Improved motor. Black and 
silver vinyl case. Retails at $29.50. 
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Left—These trophies are part of the 100 new 
designs added to the line of Arlen Trophy Co.. - 
50 Gold St., Brooklyn, New York. “Rich-Glo 
colden finish. Onyx, wood or catalin bases. 

=” to 32” high. $3.75 to $40, retail. 


Right—This is the new “Duet” electric razor 
manufactured by Calor S. A., Lyon, France. 
Said to meet the face like a safety razor. 
Adjustable for close or light shaves. Thru 
Duet Corp., Ridgefield, Conn. For $29.95. 


Left—Evans Case Co., North Attleboro, Mass., 
introduces this new “Breeze King” wind-proof 
lighter. Automatic lighting lever, spun 

glass wick, triple-cut sparking wheel. Vacuum 
packed filler. $3.50 to $7.50, retail. 


Right—Squire, Taunton, Mass., has introduced 
this highly-unusual cuff link and tie slide 

set for the sportsman. Each piece has a 
multi-colored genuine fish fly under a glass 
crystal. Set retails for $6. 


Left—This attractively-styled table lighter 

is the new “Fleetwood” from Ronson. “Plume 
arm” mechanism makes lighting-up easier. 
Body of genuine walnut. Base of 4 gold- 


finished rings. For $13.50, retail. 


Right—The new “Smoketime” from Phinney- 
Walker is a combination alarm clock, playing 
card and cigarette box. Gold-color continents 
on translucent plastic cover. Thru Semca Clock 


Co., 30 Irving Pl., New York. For $12.95. 
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Something new... pre-tested designs for sure Christmas sales| 





Here are sparkling, brilliant new Zippos that you can be sure jewelry customers will want 
this Christmas! People actually picked these Zippo designs themselves in a big “Style Survey.” 


Many styles were tested. These are the ones overwhelmingly voted 
most popular for men. . . for women! 


They mean new profits for you . . . and genuine satisfaction for your 
customers! Beneath the beauty of silver and gold is famous Zippo quality, 
underscored by the famous Zippo guarantee: If a genuine Zippo 
Windproof Lighter ever fails to work perfectly, we fix it free! 





Make sure your stock is complete with 


the Gold-Filled and Silver-Filled Zippos. 





Here are the new Silver-Filled Zippos in 

pre-tested designs! Rhodium-plated 

to preserve the luster of polished silver. 

Beautifully packaged. To retail at $11.50, plus tax. 
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The famous ZIPPO GOLDEN TRIO! 
10-kt. gold-filled. Original Zippo windproof movement. 
Attractively gift packaged. To retail at $20, plus tax. 





Lighters illustrated: 


A. Floral design engraved over 0D. Bright-cut floral design 
delicate engine turning over fine line engine turning 


B. Diamond engine-turned, E. Diagonal engine turning, 
figures bright-cut engraved figures bright-cut engraved 


C. Ribbon design engine-turned _‘F. Fine line engine turning 


Always works—or we fix it free 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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A wall case located near the store entrance displays only costume jewelry. 


Display Is important in Boosting 


Turnover of Costume Jewelry 


Binnie costume jewelry out of the customary 
cases and displaying it in satin-lined wall cases, has been 
far the most effective means of increasing its sales here 
at the Lee Jewelry Co. 

During the past several years, I have been devoting 
much attention to the problem of keeping costume jew- 
elry turnover up. This has led to varying our displays 
for this jewelry. We have utilized counter top trays, 
counter type showcases, display panels, and many other 
methods with sharply varying degrees of success. Dur- 
ing the past four years, we have settled on wall case 
display of costume jewelry as the most productive. 

Our store, one of a group in Denver, is in a shopping 
center location, well removed from downtown Denver. 
However, foot traffic is on a heavy basis and we have 
located the costume jewelry as near as possible to the 
front door, where case displays can be seen during all 
shopping hours by passers-by. | 

We use two six-foot wall cases located on the left side 
of the store and but a step from the wide, all-glass en- 
trance door. We removed the shelves and stands in the 
cases and draped the rear wall of the case with display 
cloth, usually satin, in pure white, jet black or rich, 
dark colors. The choice of color is based on the costume 
jewelry to be contrasted against it. Black display cloth, 
for example, is ideal for polished silver, rhinestones and 
other “white” items, while gold, bronze and other such 
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by JAMES LUDY 
Denver, Colorado, Jeweler 
(As told to Robert Latimer) 


metal finishes appear best against a white background. 
We also have been able to determine preference of one 
color over another by relating it to the volume of sales 
increase while the color was being used. 

We arrange each of the wall cases on a mathematical 
basis, allowing a determined number of square inches 
between each item shown. This is to prevent the appeal 
of one item overpowering the appeal of another, which 
may easily happen with elaborate pieces. Tiny brass 
studs, spaced five inches apart, display necklaces by sup- 
porting them in triangular fashion at every two studs. 
This result in about six inches between each costume 
jewelry item shown. Though this limits the number of 
suggestions on display, it creates “buy-appeal” for each 
item. The usual necklace takes 36 square inches to dis- 
play it this way. When smaller necklaces are displayed 
or other costume jewelry, we completely re-plan the lay- 
out in the wall case. 

The display shown in the illustration is devoted to 
heavy gold-finish necklaces. We used white satin back- 
ground to pick up the glint of gold finish and provide ~ 
maximum contrast. Usually this “exhibit” display 7 
causes the customer to walk up and down opposite the | 

(Please turn to page 161) 
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In a big, handsome, solid wood chest 

that provides a suitable setting for the beauty 
of Aloha. Unusually attractive with its black 
smooth-as-satin finish and rich red lining. 
Holds over 112 pieces 

including 4 knives in the cover. 
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A happy new blend of modern lines 


and classic beauty. 


A delightfully simple, functional design 













whose only adornment is 
the enchanting beauty 


of a single hibiscus blossom. 





Fashioned by Gorham craftsmen 
with their traditionally fine workmanship. 


Pre-tested to make sure that it will sell. 





Aloha* belongs in the homes of those 


who appreciate beautiful possessions. 


Attractively priced: open stock and 


services for 8 and 12 from $69.95. 









* TRADEMARKS 





This fall striking 2-color page advertisements introducing 
Aloha will appear in LADIES’ HOME JOURNAL, 

| MODERN ROMANCES, MODERN SCREEN, 
SCREEN STORIES and MODERN BRIDE. 















These magazines have a total circulation of almost 8,QQO,QQQ. They have been 
selected to reach your most important silverplate customers at the time when 


they are most likely to choose their patterns and make purchases. 
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ORDER TODAY... Gorham pays 


90%, of your advertising space costs 


STEGOR DIVISION, THE GORHAM COMPANY, PROVIDENCE 7, R.I. 

















by PHIL LANCE 


The store manager, above, shows customer equipment supplied by photo shop. 


A cooperative merchandising endeavor .. . 


Photo Store’s Lines Sold by Jeweler 


A SUBSTANTIAL photography equipment 
business without investment is the profitable achievement 
of Finkelstein Jewelers, Bethlehem, Pennsylvania. Its 
basis is a cooperative arrangement with a well known 
and long established photo shop in Bethlehem. 

Manager Robert Fitzpatrick explained the reason for 
the set-up as follows. “The photography field is a busi- 
ness in itself, and if a good job is to be done with it, a 
substantial investment is required. In many cases, the 
jeweler doesn’t want to get deeply involved in this field 
since it is an extra line. Yet, it has appeal and is profit- 
able. So we have worked out an arrangement which fur- 
nishes us any type of photography equipment without 
acent’s investment. It has turned out to be a plus busi- 
ness.” 

The other partner in the arrangement is the Dennis 
Photo Service. It supplies a complete assortment of 
equipment, which is displayed in the jewelry store, with 
each item price tagged. Both still and movie equipment 
are carried. The photographic department is also pro- 
moted as an outlet for the Dennis Photo Service, through 
a large sign over the department counter. 

Fitzpatrick describes how the arrangement works 
financially: “The Dennis Photo Service gets immediate 
payment of any equipment that we sell. regardless of 
whether it is for cash or on credit. They receive a pre- 
determined profit on the equipment. But we can sell 
the item at the same price as the photo shop and make 
a handsome profit.” 

Finkelstein’s has found that the non-investment in mer- 
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chandise more than overcomes the extra profit that could 
be made if the equipment were obtained direct. The 
jeweler can also exchange any unsalable item for other 
equipment, and the photo shop stands behind the equip- 
ment and services it. The jewelry store also sells film and 
furnishes a developing service from the photo shop. 

“We have between 800 and 900 credit accounts, and 
many of them bring in their films for developing one 
week and take them out the next when they come in for 
their credit payment,” said Fitzpatrick. 

An example of the way the photography department 
has tied in with the jewelry business is young couples 


(Please turn to page 160) 





Finkelstein Jewelers always devote some window space to photog- 
raphy lines; this merchandise predominates in night windows. 
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New! 


CONSTELLATION SETS 
for budget-buyers 






Set No. 5746 


New! 


electric 
KNIFE SHARPENER 


The only electric sharpener 
by a quality cutlery maker 


: soa 


plus two new hit items 
pace new Carvel Hall line 






THEY LOVED US IN CHICAGO—Even our most New! 
ardent imitators (of which there are quite a few) were COLONIAL CHESTS 
excited when they saw the new Carvel Hall line. Imported, 
You could almost see the buyers mentally calculating distinctive 
their increased volume and profits. It figures, too. 
Carvel Hall's new, imported Colonial Chests lend 
new prestige, new sales luster to the line. Sales- 
minded buyers stopped dead in their tracks when 
they saw the new Knife Sharpeners and Constella- 
tion Sets. And so will you. Get the complete story 
today. See your Carvel Hall distributor or write 
us direct. 


Set No. 5166 


SET NO. 6163—Mat. Carver, slicer, fork in Classic 
with new Colonial Chest, $37.50 retail. 

SET NO. 5166—6 Steak Knives, Classic Handles with 
new Colonial Chest, $33.50 retail. 

SET NO. 7700—New Knife Sharpener, UL Approved, 
fully guaranteed in smart Black-copper, $14.95. 
SET NO. 5746—6-pc. Constellation Set in Black- 
CHAS. D. BRIDDELL, INC., CRISFIELD, MD. copper with Tray-Pak, $9.95. Also in Ivory. 
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Nothing succeeds like success! 


first’ SILVER WHEAT 
then CLASSIC ROSE 
then SILVER SCULPTURE 


and now 














The first truly sentimental sterling pattern in years! Specifically 
designed with a fresh new charm—to capture the “romantic” 
market in sterling silver. 
Already a pre-tested favorite of young women. The outstanding 
choice of all “romantic” patterns, in interviews from coast to coast. 
The opposite page shows the TARA advertisement appearing 
this fall in a long list of magazines. 


For complete information, write Reed & Barton, Taunton, Mass. 








IRIE JE JID & IBAIR'TO IN 


SILVERMASTERS SINCE 1821 «© TAUNTON, MASS. 
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Reed & Barton’s newest sterling for the frankly sentimental 


Suddenly, sentiment has become the exciting new trend hand, looks enchanting on your table. Those delicate 
in sterling design. And Reed & Barton responds trium- _ flower garlands have been deliberately designed to catch 
phantly with Tara—the first purely romantic sterling in and reflect the light, like little prisms. And they flow 
years! TaRA draws freely on every sweet and tender motif —_uninterruptedly from front to back of each piece. See 
of the past, but adds a fresh note of simplicity—to blend Tara at finer silverware stores, won't you? Or write for 
with today’s decor. Tara feels perfectly balanced in your _ literature to Reed & Barton, Dept. K-51, Taunton, Mass. 


Price per 6 pe. setting ( nlace knife, place fork, teaspoon, butter spreader, salad fork, place spoon) $34.75. Federal Tax included. 
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By Ruth Peck McLeod 


This distinguished old Tennessee jewelry store has enjoyed the respect 


of its community since before the Civil War. Three generations of southern 


families have looked to it for guidance in their selection of china, crystal 


and silverware. 


& EC Xu Xu Xk WG ...1IN THE OLD SOUTH 


© The B. H. Stief Company of Nashville, Tennessee, 
one of the largest jewelry stores in the south, has been 
serving southern families in the Nashville area since 
before the Civil War. Three generations of southern 
homemakers have relied upon the store in their selection 
of china, crystal and silver. Today’s brides depend upon 
Stief's just as much as did their mothers and grand- 
mothers before them. 

As might be expected, the store’s location in the heart 
of the so-called “old south” has meant a different method 
of selling—and a different stock of merchandise. Tradi- 
tionally, southern families have been noted for their 
leisurely—and often lavish-dining habits. Large dining 
rooms, complete with extensive silver services and 
quality china and crystal are common among the middle 
and upper income groups and the gracious entertaining 
of the southern hostess is known throughout the country. 
For Stief’s, this has meant an opportunity for extensive 
merchandising of dinnerware—but it has also created 
a paradox: conforming to the local customs in dining 
and entertaining while, at the same time, guiding custo- 
mers in their choice of dinnerware that is in keeping 
with current trends, 

Stief’s carries a complete line of bone china—but 
does not stock any platters, vegetable dishes or creams 
and sugars in this finer dinnerware. The reason is 
simple: Stief’s customers, who are generally from 
families of means prefer these pieces in silver. In other 
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lines, however, the traditional preferences are gradually 
disappearing. Stief’s finds that comparatively few service 
plates are being purchased today. Th: modern southern 
bride is more practical—and also well aware that, even 
in the south, she will not have the domestic help her 
mother had. The few service plates that are still being 
sold are generally purchased with a view to using them 
as extra dinner plates at buffet parties. 

Stief’s has constant calls for odd pieces such as one, 
two and three-quart casseroles, salad bowls, unusual 
coflee and tea pots and unique sale and peppers. It 
stocks these items in a variety of colors and designs— 
all of which can be matched with the dinnerware lines. 
The firm also finds that attractive ovenware is becoming 
more and more popular with area hostesses, The women 
reportedly prefer it because it saves them steps, lessens 
their dishwashing and adds to the appearance of their 
tables. 

Another change reported by Stief’s is that today’s 
brides no longer feel that they must have elaborately 
extensive sets of crystal, One reason is the frequently- 
cramped storage space in the new homes being built 
today. Most of Stief's young customers now buy their 
water goblets first, their iced teas second, their sherbets 
third and then their small glasses for juices. Their other 
pieces are added later. Few women are buying crystal 
salad plates today, though odd pieces of Dutch or 


(Please turn to page 168) 
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8188-6 
GEN. ONYX OR SYN. RUBY 
PATENTED _INTERCHANGE- 
ABLE INITIALS-EMBLEMS 


HIS INITIAL OR EMBLEM 
ON THIS BDA-10 KT. GOLD RING 


ORDER ONLY THRU BDA WHOLESALER 
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hy Leading Wholesalers 







AN AUTOMADE cHain For EVERY PURPOSE 


Available in 
Sterling Silver 
1/20-12K Gold Filled 
10K 14K 18K >»- 


. 


AUTOMATIC CHAIN CO. © PROVIDENCE, R. I. 
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Irons and Russell’s 


NEW EMBLEM RINGS 


l 
i 
Illustrated: Masonic | 
Blue Lodge ring with | 
heavy 10K yellow gold | 
shank with trowel and BB: 
level on sides, 1OK I 
white gold sun ray and l 
emblem. | 
| 
I 


No. R-811 
$48.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE ¢ RHODE ISLAND 
Emblems since 1861 

through your Wholesaler 


This heavy Ster- 
ling Silver set is 
designed to sell 
with today's 
>) popular massive 
Dm style trend. 
© Beautifully rho- 
dium finished 
and. carefully 
| hand cut to con- 
trast with the 
fine tooled back- 
ground. 


Bee Set retails for $16.58 


RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts 


‘dae 


MEN'S 
HEAVY 
STERLING 


SETS 


BY 


PITMAN & KEELER 


Gives your customers that well groomed feeling. That extra 
something that comes from the knowledge of having bought 
something better. Something lasting. Order this set from 
your wholesaler. Set $11.50 Retail. Cuff links $7.50 Retail. 


PITMAN & KEELER, INC., 104 County Street, Attleboro, Mass. 
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chain, beautifully hand engraved and 


1407 


Medium size book locket 

engine turned. 

ONIN Rada is ss ceuvewassceveaccuuaatuant 1/20-12K Yellow G.F. $6.00 ea. 
Sivil'edcutdigsdewidenducvecusedeuuenel Two-tone 1/20-12K G.F. $6.25 ea. 


H. F. BARROWS CO. 


NORTH ATTLEBORO, MASS. 












































China 
Glass & 
Giftwares 


by MADELINE LOVE 





66C'TOP griping about the growing trend toward 
informality and the disappearing dining room, 
and start selling suitability for the occasion and 
the joys of having several sets of dishes—the right thing 
for every occasion.” 

This was the advice given to manufacturers and re- 
tailers, both, at the National Home Fashions League 
breakfast held at the New Yorker Hotel during the 
National China and Glass Show. The speaker was Mary 
Davis Gillies, home fashions editor of McCall’s Magazine, 
and she had much to say about the sales possibilities in 
tableware for retailers who use imagination and force- 
fulness in their selling approach. 

She discussed the “booming new market of younger 
women, whose income is higher than their parents”, and 
“who take a great interest in their homes and _ their 
family’s social status.” This group, she says, wants to 
do things correctly and they appreciate guidance, and 
although they may be inexperienced in the art of enter- 
taining, their taste is apt to be even better than their 
mothers’. 

“Price ads and special sales are a feeble method of 
appealing to this big, new, groping market of women who 
dream of something better and aren’t sure how to get it,” 
said Mrs. Gillies. And she urged the industry to find more 
stimulating and dramatic ways of presenting the mer- 
chandise and to offer the consumer the advice she needs 
in buying her tableware and planning her table settings. 


% 


Dick, (left), superintendent of the Gladding, Mc- 
*Bean & Co. earthenware plant in Los Angeles, 
explains a manufacturing point to Reporter Ken Peters 
of KTTV, Los Angeles, during a recent television 
presentation of the Richfield Oil Corp.’s “Success Story.” 
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The camera is pointed to show an artisan hand-painting 
a design on Franciscan Ware. . 

Viewers throughout Southern California saw the show 
which gave a step-by-step illustration of the process of 
making the ware. Present to explain the various steps, 
in addition to Mr, Dick, were Al Said, vice president and 
general manager of the Franciscan Division. and 6, y. 
Najar. production manager of dinnerware, 


HE Pittsburgh china and glass shows next January 
will be held a week later than usual. The Glass and 
Poitery Exhibit at the William Penn Hotel is scheduled 
from January 11 to 18; the Keystone China and Glass 
Show at the Fort Pitt Hotel, from January 10 to 16; and 
the Carlton House China and Glass Show, from Januar 


10 to 17. 


| eee “ ws Pipe zs, 








RS. Bernadette Ghisi, china and glassware buyer 
for Wiss Jewelers, Newark, N. J., and William 


Auslander, who buys the same merchandise for Gimbel’s, 


New York, appear here as part of a large “bull in a 
china shop” mural which was an amusing feature of a 
cocktail party given during the china and glass show by 
Haviland & Co., Inc., in their Park Avenue showrooms. 
* * % 

OR its collection of six Studio patterns, Castleton 

China, Inc., has created a special merchandising 
package which includes a descriptive pamphlet, mats, 
tent cards, publicity releases, display cloth, color prints. 
and other sales aids. The pamphlet tells the background 
stories of these six fine designs, all of which are done 
entirely by hand and exhibit artistry of a high type. 
Samples pieces are shown by the retailers, and the sels 
are ordered for the customers, each service officially 
registered by card and the name of the purchaser ap- 
pearing on the backstamp. These cards are kept on file 
at the Castleton Studio, and they represent the only way 
in which open stock pieces can later be purchased. 

* * * 

NEW Steuben glass room was opened in July at the 

Mermod Jaccard King Jewelry Co. downtown store 
in St. Louis. Steuben’s newest collection, “Studies in 
(Please turn to page 164) 
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WARNING NOTICE! 


To Buyers of Stainless Steel and Silverplated Flatware 


It has again come to our attention that certain import agencies and brokers, 
acting for and in behalf of certain Japanese manufacturers, are offering 
stainless steel flatware and silverplated flatware, in designs which are 
deceptively similar to or exact duplicates of designs made by Oneida Ltd. 
These designs of Oneida Ltd. are distinctively original and identify and 
distinguish Oneida’s ware to the trade and public. 

For example. since our previous warning notice of design plagiarism, it is 
reported that merchandise offerings have been made of stainless steel flat- 
ware and silverplated flatware to be reproduced in our patterns, particularly 
those now included in our nationally advertised line of silverplate which 
carries our trade-mark “Community.” 

While we are reasonably sympathetic to the philosophy of aiding weak 
nations in their efforts to re-establish themselves in the international field. 
nevertheless, we cannot be expected to view with complacency a renewal 
of a trend of actions which might conceivably destroy American industry. 
Overlooking the unfair competition involved in the infringement of American 
designs is definitely carrying the Good Neighbor Policy to an extreme, and in 
the interest of fair play and of protecting the good will of American business, 
such plagiarism must cease. 

It is Oneida Ltd.’s belief that all responsible wholesalers and dealers in 
stainless steel and silverplated ware have a substantial stake in this question, 
and will sympathize with and concur in the foregoing statement. Even fur- 
ther, such dealers and wholesalers will applaud the statement made below: 


If and when any such merchandise, made in designs decep- 
tively similar to or exact duplicates of Oneida Ltd. designs, 
is offered or sold in the United States, Oneida Ltd. reserves 
the right to take such legal action as is deemed necessary 
against importers, dealers and sellers of such merchandise. 


Respectfully yours, 


MILES E. ROBERTSON 


Oneida, N.Y. President 
August 1, 1955 ONEIDA LTD. 
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— . . . big, convincing ads in all these leading maga: 
~—S S Prose I | Nn 42 > zines. Remember, even a pre-sold customer has to be 
told where to buy! Tie in, with your own ads and a 


= fo [ YO U ~~ new Mixing Center display! 
eee? - i sais 
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el Hamilton Beach Mixette 


e Tailor-made to modern needs 
... fits her hand and purse 

e Balance-tested for easier han- 
dling 

e New longer beaters 

e New Thumb-Dial switch 

e Packed in gift box 


$ 1 9 sal 


(chrome, $21.50) 


The 5-year guarantee 
makes it self-selling ! 


You know and we know Hamilton Beach quality. Now we 
dramatize it for the consumer. The 5-year guarantee—right 5-year guar- 


0-year 
Suarantee 


Beta S-year po 








n the 





New Hamilton Beach Food Mixer 


e@ The only food mixer designed 
for full-coverage mixing 

e@ New Thumb-Dial controls 

@ New Mix Timer ends guess- 
work 


@ Newly styled for modern needs 


$3995 $4395 
retail (with Mix Timer) 
Chrome mixer and 2 stainless steel bowls, $10 additional. 


business i 
Mixers ate 


NEW HAMILTON BEACH LIQUI-BLENDER 


e Sell finer, faster blending for dol- 
lars less! 
e New “Cut-’n-Fold” action delivers 
bed twice the usual cutting power 
‘i e Two speeds, no-splash top 


a ty $3 Q50 retail (chrome, $44.50} 








‘7 es . ee : e a : antee covers be > 
before your customers eyes—tells the story for you. pry a ~ 
It says these mixers must be good, or the manufacturer _ Beach motor- {f« 
couldn’t afford to extend his guarantee 4 years longer than 2&4 home 
& - & appliances, HAMILTON BEACH HOME DRINK MIXER 


the standard 1-year period. \t says “buy with confidence, 


your satisfaction’s assured!” 


Feature this display that sells “everything in mixers.” It’s sturdi- 
ly built, easy to set up, designed to sell any combination of mixers 
from either side. Flasher wins attention. Takes only 14/2 by 401% @ 14'4” high; big, 16-0z. container 


inches of counter space. 29 inches high. 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


Ask your distributor for details 
or mail the coupon! 


FOR SEPTEMBER, 1955 





@ Makes real fountain drinks 
e The all-family gift 


@ Once kids see ’em, they keep coax- | 
ing (use the Mixing Center) 






LI - 


$200 retail AY 

















| acseaa mma aaron sare ra re EGnk ES STI a ea can 
| Hamilton Beach Co. My Name. 1 
| Div. of Scovill Mfg. Co. 1 
| Racine, Wisconsin Store Nome. | 
‘ ‘ 
| You've Sold Mel - sx | 
| Please send complete City. State. 
information about your 1 
| new Mixing Center. Nome of my distribut { 
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Small Town Business 
Can Be Turned into 


Big Town Volume 


by WILLIAM POWERS, 
Rockport, Indiana. Jeweler 
(As told to A. D. Burroughs) 


_ = a small town jeweler acts small, 
thinks small, and runs his business in an old-fashioned 
way, he is encouraging the local populace to do its 
buying in progressive jewelry stores in nearby large 
towns. But if the small town jeweler will think big, be 
progressive and develop his trading area, he can in- 
crease his sales volume and profits. 

“We've had a good increase in sales volume each of 
the four years we’ve been in business in Rockport, a 
small town with a population of 2,400. Since our first 
year, we ve more than doubled our total gross sales. 

“Our largest volume is in watches and precious jew- 
elry, which is a little unusual for a town of this size. 
But this is no accident or coincidence. 

“I enjoy working for my community and making 
additional friends. For this reason, I take an active 
part in the civic and social organizations in town. 
Through these contacts I’ve sold most of our precious 
jewelry. Perhaps my most valuable contact is serving 
as director of the Lakewood Country Club. 

“Without developing these social contacts, my dia- 
mond and jewelry sales would be about on the scale of 
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Since the store opened four years ago 
Bill Powers has doubled his sales vol. 
ume. In window and in-store displays, 
this retail jeweler uses display mate. 
rial supplied by national manufacturers, 











other small town jewelers. The jeweler who is ‘too 
tired’ to participate in community life is really ‘too 
tired’ to open the door to more sales. 

“Our watch volume has developed through extensive 
use of promotion material supplied by rational adver- 
tisers, as well as by newspaper advertising and consistent 
window displays. We '‘tied-in often with the national 
campaigns of watch manufacturers. The local working 
women provide a good market for watch sales. 

“Each year we create an attractive watch built around 
the photos of the local county school graduates. “ 
causes a lot of local interest and results in additional 
watch sales. 

“I personally can’t see why any small town jeweler 
would pass up the wonderful ad mats provided by dif- 
ferent manufacturers. It’s all prepared by skilled adver- 
tising folks and it is of better quality that we could do 
or could afford on our own. They do a lot of ‘pre-selling’ 

(Please turn to page 170) 
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Introducing . i 


STERLING 


TwELvE National adver- 
tisements — eight of which 

will be full pages — will in- 

troduce the ROSECREST 
pattern to your customers dur- 
ing the Fall season beginning 
with the September issues of 

SEVENTEEN, MOopERN BRIDE, 
House BEAUTIFUL, BUYING 
GUIDE FOR THE BRIDE, and ‘A YN 
HousEHOLD — a total readership La 
of 33,281,666. \ 


Be the first to show this pre-tested 
success pattern in your town. 


iii! 


Order now from your Alvin Jobber or 

direct .. . Prices the same. 

Retail price for a 5-piece luncheon-size 

place setting $28.00, Federal Tax in- 

cluded. Special 5-piece place setting dis- caw 
play pad available for only $1.00 net. 

Price folders gladly sent on request. 


*Trade Marks 





\ \ \ \\) young in heart . 
in this fresh, new ALVIN 


creation we find one of to- 


a 


A MODERN, YOUTHFUL, 
STYLISH DESIGN IN 


SILVER 


Love and Roses belong to the 


. and here 


day’s most fashionable pat- 
terns that expresses the lovely 
sentiment of love and roses 


in beautiful Sterling Silver. 


THE ALVIN SILVERSMITHS 


Makers of exclusive Silver Designs for Seventy Years 
PROVIDENCE 7, RHODE ISLAND 
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STERLING KING 
SIZE CIGARETTE BOX 


SOLID STERLING CHIPPENDALE TRAYS 



















STERLING KING SIZE 
CIGARETTE BOX WITH FEET 


Lit 


TRADITION IN SILVER SINCE 1893 


SOLID STERLING QUEEN ANNE TRAYS 








A 








Silver is too precious a metal to be squandered on unimaginative 


or ill-inspired work. Your customers expect to be shown highest 


craftsmanship when they shop for silver. YOU can fulfill their 
expectations by stocking the POOLE line, outstanding represent- 
ative of quality silver: in all price ranges, from $10 to $2,000. 











For meritorious awards or anniversaries — gifts of POOLE Silver 


make ideal presentation pieces. Whether your customers are pri- 
vate individuals or representatives of clubs or organizations, they 
will appreciate the double purpose of a POOLE presentation piece: 
quality value and practical usefulness. Remember POOLE for 
prestige and purpose in presentation pieces! 


P ictured Opp Osite . . « are examples of POOLE silver products that make 
PRACTICAL quality congratulatory gifts. 


Upper Left: 

SOLID STERLING 
CHIPPENDALE 
SERVING TRAYS 
Unusually heavy weight. Ideal for 

engraving and presentations. 

No. 130 16” Retail: $165.00 
No. i120 14” Retail: $115.00 
No. 100 12” Retail: $ 85:00 
No. 90 10” Retail: $ 55.00 


Upper Right: 
Lower Right: 





Lower Left: 


SOLID STERLING QUEEN 
ANNE SERVING TRAYS 


Unusually heavy weight. Perfect 
for engraving and presentations. 
No. 364 9% Retail: $ 24.00 
No. 370 12” Retail: $ 55.00 
No. 371 14” Retail: $ 85.00 
No. 372 16” Retail: $110.00 


STERLING KING SIZE CIGARETTE BOXES 


Perfect gifts for the men, welcome additions to the home or office. 
Perfect for engraving. Mahogany liner with adjustable partition for 


regular or king size. 712” x 314” x 134”. 


No. 82 Retail: $50.00 















ei ct Ave. Washington Square mice. 


* 


No. 82A (w/feet) Retail: $60.00 


All prices subject to Federal Excise Tax 


POOLE’S YEAR-ROUND PROMO- 
TIONAL PROGRAM HELPS 
BUILD SALES FOR YOU! 


THE NATION’S BEST READ 
LITERALLY MIL- 
LIONS OF YOUR POTENTIAL 
A POOLE AD 
SELLS YOUR POOLE PRODUCT! 


MAGAZINES! 


CUSTOMERS! 





CHICAGO 
29 E. Madison Sc. 















15116 MERCHANDISE MART 
































385 


Sec 
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FOLDING BOXES Only $38.00 (White) 


40 each, 4x4x4;6x6x6;9x6x5:10x 
4x4;5x5x3;7x7x4. 30size7x5x 4; 15 
size llx1llx7. 25 each8x8x8; 10x7x/7; 
9<9x5; lic is 2. 

Write for Catalog Covering Individual Sizes 


‘0. 
“ a, 


“The Package is Part “(f \" of the Purchase” 
oe SS 


PICTORIAL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET 


CHICAGO, ILLINOIS AURORA, ILLINOIS. 





Pictorial Paper Package Corp. 








' 
' 
232 S. Lake St., Aurora, Illinois \ 
t 
CO Special Assortment No. 77 (White) $38.00 ' 
[] Same, But Gray Stripe Patte-n $41.45 f 
[] Please send Catalog on complete line. § 
1 
Name ee eee eee res. 
t 
Firm _ ae ' 
! 
Address 1 








Photo Store’s Lines 
(From page 145) 


buying rings and also being in the market for photo. 
graphic equipment to take pictures of their honeymoon, 
The same is true of anniversary or graduation gifts, 
Finkelstein’s always stresses the picturing of the event 
to the customer and has found it builds sales. 

A side window is always devoted to the display of 
photographic equipment. During the evening, when ex. 
pensive merchandise is withdrawn from the windows, the 
photographic displays are enlarged. Thus the store 
avoids blank windows during the evening shopping hours, 

Whenever the store advertises, it runs a special box for 
its camera equipment, identifying it as an outlet of the 
Dennis Photo Service. Whenever Dennis advertises, jt 
also promotes its merchandise as being sold at the jewelry 
store, and lists Finkelstein’s address. Both stores profit 
on this type of cooperative advertising. 


Crystal Stemware is a Natural for 
National Wine Week 


National Wine Week in October provides jewelers 
with an opportunity for promoting the sale of crystal 
stemware and all the accessories for the serving of wine 


and liquors. 





Parmelee-Dohrmann, a Los Angeles department store, 
capitalized on this event last year. The firm attracted a 
large crowd to its interesting exhibit held at the second 
floor crystal department. Near the front of the depart- 
ment was a round table with a stepped-up fixture. Here 
were displayed bottles of wine and a varied selection of 
wine glasses, amid a bower of grape leaves and big 
bunches of grapes. Grouped around the central fixture 
were six small tables, on each of which was a one-place 
setting of silver, a china plate and sets of wine glasses. 

National Wine Week was also promoted in window 
displays, one of which is shown above. This window 
On a glass-topped 
table at one side was a two-foot wine glass in this pattern, 


featured a new stemware pattern. 
while on the window floor and on a number of tables 
were sets of glass for the serving of all varieties of wine. 
Grapes and grape vines were used as decor. 
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Fach Mastercrafters clock 

styling and precisioned accuracy, 
to behold . . . always on tim 

silent electric clocks operat 

60 cycle, AC current. Gua 

Made in U.S.A. Individus 


Che Fe 


THE FIREPLACE, A clock so enchat 

erally holds your attention entra 

of flame dance and flicker in a & 

hearth fireplace complete with grate, andi 
Housed in a beautiful walnut plastic Ga 
gold-finished dial face, easy-to-read 
second hand. Height 1014”, width 744 
No, 272 R 


Cis Cth... 


THE ESTATE. Styled for modern 
or traditional settings. ‘Eng- 
lish Window” sides of crystal 
clear glass keep interior spar- 
kling. Modern dial, sweep sec- 
ond hand. Height 814”, width 
9”, depth 2”. 

No, 911 Retails at $24.95* 
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ANNIVERSARY CLOCK. A point of pride — 7 : 7 4 A) 
in America’s finest homes, combining the \ ] a Ai 


s slowly rotating ball pendulum. Has ex- 
p quisite ivory tone dial. Metal case and Pad 4: ree: 
tm have softly gleaming gold finish. , 
Removable glass dome keeps mechanism 
} dust-free, ever new-looking. Overall 
height 12”, diameter 8”, 


No, 452 Retails at $24.95* aad At b 
BF ¢ | tarburst... 


| STARBURST. Here's the clock you've been waiting for—a deco- 

i . : rator’s dream. Modern, useful, apropos in any setting. Pin switch 
produces soft lighting effect, perfect for television viewing. 

Comes in gleaming brass finish or black wrought iron with 


~~ : 
' brass trim. 24” overall. Large, easy to read dial. Specify finish. 
~ No. 128 eT. Retail %, 9.95* 


SOLD THROUGH SELECTED DISTRIBUTORS MASTERCRAFTERS CLOCK & RADIO CO., 216 N. Clinton St., Chicago 6, Ill. 
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Subject to Fed. Excise Tax 
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( — _ Heliassiian Playmate 


MERRY-GO-ROUND. Gay carousel color- | SWINGING PLAYMATES. Boy and >; 
fully revolves in lighted mirror-like setting. swing back and forth in a lovely lh 
Case of plastic Walnut. Height 1014”, garden scene. Case of plastic Wainy 
width 71/,”, depth 43/4”. Height 101”, width 71”, depth ss 
No. 920 Retail $15.95* No. 551 Retail $15.9: 


To hang clocks 
remove legs. 








Benler 


BENLER. Gleaming signs of the zodiac in gold is 
ish. 4” dial with brass fittings—rich walnut plis: 
case. To hang clock, simply remove legs, Heig: 
8”, width 8”, depth 2”. 

No. 506 Mfrs. Sug. Retail $9.95 








THE LATTICE. Beautiful spring or fall leaf patterns on 
_ lattice effect in bright ceramic. Hangs on wall or 
». stands on fold-away-support—a perfect gift. Specify 
No, 722 7 Retail $8.48* 





SHIP CLOCKS 
Che Flying Cloalf 


THE FLYING CLOUD—Streamlined vei 
of a queen of the seas! Extra beautit 
when hull is illuminated by means of hc 





and fittings contrast with authentic i & 
wood case in walnut or Swedish Modes 
Height 1434”, width 1734”, depth 3!; 
No. 47 Mfrs. Sug. Retail $19.9 

















YELLOW 





oalbens (Clipper 


Romie THE YANKEE CLIPPER. This ‘‘Three 
Master” is a real eye-catcher in walnut 

ROUND. Modern concave de- or Swedish Modern! Chrome sails and 

sign in 3 decorator shades — fittings. Height 1644”, width 1834”, 

perfect in any setting. Hangs depth 33/,”. | 

on wall or stands on fold-a-way No. 740 Retails at $21.55*  / /, 


support. Accurate AC move- 
ment. Specify color. 9” across. 
No. 902 Retail $7.95* 









Subject to Fed. Excise Tax. 
LITHO IN U 
SOLD THROUGH SELECTED DISTRIBUTORS * MASTERCRAFTERS CLOCK & RADIO CO., 216 N. Clinton St., Chicago 6, ". 





Display is Important 
(From page 144) 


cases and examine one item at a time. She usually 
states, “I’d like to see that one.” Formerly, when we 
used counter display cases, the customer said, “I'd like 
to see something in a bracelet or a necklace,” instead of 
a particular item. 
We found that these wall case displays required 
stronger illumination than the fluorescent lights in the 
cases. So we installed two 250 watt spotlight atop a 





















$400. We zone-mapped the city, showing the sections 
we wanted covered. About 150 women took part in the 
distribution of catalogs. Each catalog was personally 
delivered by a representative of the clubs. Being taken 
to homes where the women knew the occupants personal- 
ly was an important factor in the success of the cata- 
logs.” 














A Christmas Window Display 









































canopy over the center island display in the store, and Mee a4 » Kone ‘ot 
we flood the costume jewelry wall cases with light. The ‘ : ee FS PS ks: 
use of the spotlights has proved to be a good traffic- fe sae” | ae 
stopper, and we leave them on all the time during store ‘s.. 8 

ymate hours. : 

Y and gir cman 

vely lighted * ° e 

tic Wi Novel Method for Distributing 

epth 43, 

ail $1595 Store Catalogs 

“Early in November,” said Jim Pierce, proprietor of 
Pierce’s in Amarillo, Texas, “we sent out a catalog listing 
all our lines, and the manner in which these catalogs 
were distributed brought us extra business. 

“ i f 12,000 of th ‘atalogs. : 

i ord f ne 4 ao be we This brilliantly lighted front window of Bostrom & Kern, Burlingame, 
aes ae . — 7 7 a a a Calif., drew considerable attention last Christmas from passers-by. 
important women’s clubs in the city and made a deal The holiday atmosphere was created with a gold-dusted wreath 
with them to distribute 10,000 catalogs, paying them and miniature Christmas trees. 
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SETTINGS IN VARIOUS 
SIZES. 









WALLACH Jewelry Mfg. Co. 


315 WEST 5TH STREET 
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LOS ANGELES 13, CALIFORNIA 
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NOON 
I'l 2 stupendous, it’s colossal, it’s 
“Operation Cherub” — the Jewelry In- 
dustry Council’s exciting plan to cap- 
ture a bigger share of the Christmas 
gift market! The show starts with page 
after page of jewelry advertising—a 
jewelry gift section—in the December 3 





issue of The Saturday Evening Post. 
And you, the retailers, are the featured 
performers! Use all the ‘Operation 
Cherub” displays you can. Tie in 
with manufacturers’ ads. You'll make 
your store Christmas shopping head- 
quarters—and ring up record sales! 








Write now for all the facts! Jewelry Industry Council, 608 Fifth Ave., New York, N. Y. 


i ee 
The Saturday Evening 


POs! 


=gets to the heart of America 
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China, Glass & Giftwares 


(From page 152) 


Crystal,” was loaned for its first midwestern exhibition 
in honor of the opening, and James A. Thurston, of the 
Steuben Division of the Corning Glass Works, was a 
guest. 

* * * 

i= Chicago offices for Midhurst China Co., Inc., 

" Midhurst Importing Corp., and Ceramic Sales, Inc., 
have been moved to 205 West Wacker Drive, Chicago. 


Frank Quinn is Midwestern manager. 
* * * 


James A. Jones (left) and Erling H. Erickson (right) have been 
appointed district managers on the West Coast for Lenox, Inc. 
C J. Kjorlien, vice president in charge of sales for 
® Lenox, Inc., china, has appointed Mr. Jones as 
western district manager with headquarters in Los 
Angeles, and Mr. Erickson, Pacific Northwest district 
manager, with headquarters in Seattle, Wash. 
* * * 
E. Lauffer & Co., Inc., import house, has just issued 
*a loose-leaf booklet bound with plastic rings, 
containing complete background and sales information 
for the three lines carried by the firm—Arzberg china, 
Jean Luce glass, and Lauffer stainless steel flatware. ‘The 
entire Arzzerg line is illustrated, in undecorated forin. 
and prices of the various patterns are given. The basic 
shape of the glass and Design One in the stainless steel 
are also shown, together with price lists and general 
sales information. A pocket in the back cover contains 
leaflets on the various patterns. 
* * * 
HILIP Rosenthal, head of the German house of 
Rosenthal China, was guest of honor at a cocktail 
party and reception given August 9 in the St. Regis 
Hotel, New York, by the Rosenthal-Block China Corp., 
importers of the china. Mr. Rosenthal was in this country 
for a short visit, his first stop on a round-the-world trip 
planned to open new avenues of trade. Among the guests 
were representatives of the German consulate in New 
York and of the German-American Trade Promotion 
Bureau. During his stay here, Mr. Rosenthal presented 
to Robert F. Wagner, New York’s mayor, a china plaque 
from Dr. Schwering, mayor of Cologne, Germany, in- 
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scribed with the official seal of each city. The plaque 
was inscribed to commemorate the independence of West 
Germany as a free and democratic state. 
* * * 
DHILIP R. Distillator, president of the Jackson Ching 
Co., has announced two appointments to the staff. 
Bernard Bernthal, formerly vice president of the Atlas 
China Co., has been appointed to the newly-created 
position of merchandising manager for Jackson’s ney 
Party line division, responsible for creating new ideas 
for this special promotional line. And made exclusive 
Pacific Coast representative for Jackson is the firm of 
A. H. Renwick & Son, with showrooms in the Merchan. 
dise Mart, Los Angeles. They will also represent Val St. 
Lambert glassware in this district. 

A new line called “Park Lane” has been developed by 
Jackson for special fall promotion, with six consumer. 
tested paiterns. An individual backstamp with top hat 
and walking stick has been designed for the line, and 
the promotion will be backed with many merchandising 


aids. 
* * * 


W P. C. Adams, general manager of Edward Boote, 
® Inc., New York china import house, has named 
George O. Anderson as sales representative in New York 
(excluding metropolitan New York City), New England, 
and New Jersey. 
* * * 
OX Co., New York, is now representing a new line 
of Ikora non-tarnishing ‘silverplate accessories made 
by the W.M.F.A. factory in Germany. Modern in styling, 
the ware is made by hand and treated by a secret process 
which makes it impervious to tarnish. It is brought to 
this country by Ikora Importers, Inc. 
* * * 
L. Blodgett, of Los Angeles, manufacturers’ 
* representative and consultant in-the giftware field 
for many years, has joined with James S. Bruce and 
James Machet in the organization of Bruce Products, 
creators of “Kitchen Koordinates.” This consists of a full 
line of dinnerware and ovenware coordinated with por- 
celainized cast iron cooking utensils. Mr. Bruce, presi- 
dent of the firm, was formerly with Pacific Clay Products. 
The headquarters will be at 527 West 7th St., Los 
Angeles. Mr. Blodgett will be general merchandising 
consultant and sales representative and Mr. Machet is 
head designer. 


‘Santa and Silver Go Together’ 


A popular retail price and clever slogan were teamed 
together to sell an impressive quantity of silver hollow- 
ware at Lee Jewelry Co., Denver, Colorado. 

Built around the slogan “Santa and Silver Go To- 
gether,” the window. offered small hollowware pieces, 
including candlesticks, bowls, compotes, etc., at $9.95 
per item. James Ludy, store manager, found that the 
$5.55 price showed a strong appeal to the average gift 
shopper. 
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FIRST ---in Contemporary Dinnerware! 


HIGH 

QUALITY: High fired double glaze. QUALITY 

eLIGHTWEIGHT: Easy to handle and store. : 
eSTYLE: Acclaimed as America's outstanding contemporary dinnerware. IMCOMPARABLE 
BEAUTY 

eVALUE: $9.95 and $10.95 for |6-piece starter sets; 53-piece sets ° 
(service for 8) $38.95 and $41.95. : 

eVERSATILITY: "mix-and-match"—basic all-white with solid colors FOR THE 

or patterns. JEWELER 

MULTIPLE USE: Can be used for a dozen different purposes. 
HALLCRAFT 
eGIFT ITEMS: Accessory pieces separately (or in combinations} OTB. 0 


& 87 MALL CHINA CO. 


increase “gift sales." 


MIDHURST CHINA CO. 


FIFTH: Adee Nabe 125 MERCHANDISE MART 
Ri YORK 3308 ¥. cease 54 ILLINOIS 


FOR SEPTEMBER, 1955 

















































Left—‘Chateau Rose” design in Royal Doulton 
bone china has deep red moss rose center and 
wide gray rim, with platinum lines; on the 
Paget shape, 5-pe. setting retails at $23.50, 
From Doulton & Co., Inc., of New York. 


Right—“Fascination” is new Companion Crys. 
tal stemware cutting, matching Franconia’s 
dinnerware design of that name; each piece 
in this cutting may be retailed for $1.75, 
From Herman C. Kupper, Inc. of New York, 


Left—Just introduced—“Focus,” an abstract 
design of curves and straight lines done in 
pink and black against pure white Arzberg 
china; 5-pe. setting may retail for $10.95, 


From H. E. Lauffer Co., Inc., New York. 


Right—‘Royal Medallion,” from the Castleton 
Studio Collection, has gold and pale blue 
medallions hand-applied in raised enamels on 
the ebony rim; 5-pe. setting retails at $68. 
From Castleton China, Inc., New Castle, Pa. 


Left—‘We’re In Clover” is new pattern in 
tones of suede brown, lemon peel, pink, and 
aqua on textured background in San Clemente 
shape; 16-pc. starter set retails at $10.95. 
Made by Vernon Kilns, Los Angeles, Calif. 


Right—Conical is shape with a heavy, ball 
stopper, this decanter and its six glasses 
comprise a set which may be retailed for $10. 
The 7-piece set is made in Sweden and is im- 


ported by R. F. Brodegaard & Co., Inc., N. Y. 


Table top fashions . . . 
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Left—New is this handsomely sculptured Ma- 
donna figure in Silver Mist glass, 10” high, 
suited for special niche or on mantel or 

table; in expandable Styrene box, retail $7.50. 


From Fostoria Glass Co., Moundsville, W. Va. 


Right—Martini set in high-quality German 
glass has pitcher and stirrer in crystal and 
footed cocktails done in six assorted pastel 
colors; 8-piece set may retail for $10.95. 


From Geo. Borgfeldt Corp., of New York. 


Left—Handcrafted in Ikora non-tarnish silver- 
plate from Germany, this 1334” bowl is 
finished in shadow effect with black bands, 
has 4 disc-shaped feet; retail $22. Repre- 
sented here by Cox & Co., of New York. 


Right—New Pyrex-lined ice bucket in silver- 
plate with acorn knob, finger-grip handles: 
10” in height, it holds two quarts and may 
be retailed for about $19. From Sheffield 

Silver Co. (Made in U.S.A.) of New York. 


Left—Two vases in new, richly sculptured 
design in Tiffin glass, made in Azure Blue, 
Vin Rose, and Green Fantasy; 20” modeling 
may retail for $13; 10” shape for $12. 
From United States Glass Co., Tiffin, O. 


Right—From the Lobmeyr factory in Austria, 
this new “Commodore” design by Prof. Oswald 
Haerdtl of Vienna Academy of Fine Arts; in 
gold or silver lustre, retail $78 a dozen. 

From A. J. Van Dugteren & Sons, Inc., N. Y. 
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Selling in the Old South 


(From page 150) 


Swedish crystal, such as cream and sugars and marma- 
lade dishes, are still popular items. Each year, fewer and 
fewer fingerbowls are sold. 

Traditionally, the 97-year-old Stief firm has used a 
leisurely, highly-personalized method of selling its din- 
nerware. Today, its customers are given the same 
leisurely, low-pressure assistance which was afforded 
their grandmothers. If they show an interest in a partic- 
ular pattern, one of the tables is cleared and set up— 
along with the silver platters, vegetable dishes and cande- 
labra—so the customer can see exactly how it will look 
in her own home. If she is still uncertain, Stief’s en- 
courages her to take one or two place settings home with 
her to see exactly how the pattern fits in with the motif 
and color scheme of her furnishiigs. 

As part of its modern emphasis, Stief’s carries a com- 
plete line of “second best” dinnerware for the young 
hostesses. Stief’s stocks platters, vegetable dishes and 
creams and sugars in this inexpensive line. Typical of 
this second best dinnerware is the continental china 
designed by Raymond Loewy, which offers striking 
color contrasts, delicate floral patterns and unique 
contours. Stief’s customers are especially pleased with 
this line because it fits in with either modern or tradi- 


tional decor, and it is a durable, practical product which 
will withstand chipping and color fading for many years, 
In addition to Stief’s reputation for expert guidance 
in its sales of dinnerware, a good deal of its prestige 
stems from the many new and novel dining and eutel 
taining ideas it offers the women in the Nashville area, 











Two young executives, Miss Mary Elizabeth Cayce, 
vice president, and Miss Jane Fleming, head of the gift 
department, are responsible for keeping the sales staff 
up-to-date on such ideas. Each of them keeps up on 
current trends by a careful reading of the many periodi- 
cals which offer entertaining ideas, from the casual to 











Nationally Advertised 


Paseo China 
:o/ 





The outstanding 
China from Bavaria 


by 


LORENZ 
HUTSCHENREUTHER 


THE ARGO 
Pattern No. 30934 


Available in open stock 
5 piece settings 
94 and 64 Piece Sets 


PAUL A. STRAUB & CO., INC. 


Established 1915 


19 EAST 26TH STREET (NEAR 5TH AVENUE) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 


NEW YORK 10, N. Y. 
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Lovely Arzberg china casts a holiday spell of bewitching gifts... 
a wine jug or salad bowl... the black magic 
of a demi-tasse service in Jet...the pure sorcery of place settings 


in Arzberg white or enchanting patterns. 


Still time to round out your Arzberg selections 


| i for Christmas. Special service assured. 
® 


i i R A N SS L U i Ee. N x i JET DEMI-TASSE SERVICE 


COFFEE POT 7.50 
WINE JUG 8,25 CREAMER 3.50 


¢ } j | N A SALAD BOWL 6.25 SUGAR 4.25 
[i 3 


H.E. LAUPFER CQ. ING. 


230 FIFTH AVENUE. NEW YORK t, N. ¥. 






In Canada: Mayfair Distributing Co., 9680 St. Lawrence Blvd., Montreal, Que. 











5-piece place setting $18.75 retail 


Castleton's famous Museum Shape handsomely 
decorated with free-flowing lines of color, stud- 
ded with stars. The star centers of raised enamel 
sparkle like tiny, precious gems and each piece 
Kelicell-roMlamel (collie me olrehiialelun 


Suggest .. Display . . Promote 


Castleton for Christmas! 


The Christmas season offers you unlimited 
opportunity to spark china sales to a peak. 
Display and advertise the wide range of mag- 
nificent Castleton China patterns . . . SU PERB 
AMERICAN CHINA—THE PERFECT 
CHRISTMAS GIFT! Suggest complete serv- 
ices for major gifts . . . place settings for gifts 
in the $15-$20 range .. . by-the-piece purchases 
for the small gift. This way, you'll meet gift 
requirements in every price category 
beautifully! Order ample stocks now for your 
biggest Christmas ever. 


CASTLETON 3,2 


NEW CASTLE 33, PENNSYLVANIA 


The shoulder igs Castleton’s popular dove grey, 
circled with twin platinum bands. Center deco- 
ration features pink spring blossoms enclosed in 
fel ol-1alale Mel c-h Va icelalek 
accented with white 
raised enamel. 

5-piece place 
setting $19.75 retail 





the most elaborate. After sifting through the wide y 
of suggestions, the two executives and their staffs decide 
upon a number which are suitable for the Nashville area, 

These ideas are then “sold” to the customers, A casual 
remark by one of the salesladies to a homemaker will 
generally start the ball rolling; the women will act upon 
the suggestion, a friend will pick it up from her and use 
it in her own home. Thus, the idea is spread until it is 
being used by most of the women in the area. For Stief’s 
this not only means a boost in prestige, but additional 
sales—for most of the entertaining ideas require mer. 
chandise to carry them out. 


ange 


Knowing how well-informed Stief’s salesladies are on 
china, crystal and silver, many Nashville residents drop 
in from time to time for a casual chat—to pick up new 
and novel entertaining ideas. Proof of the store’s re. 
markable reputation in these lines is the fact that many 
customers order their china—and even elaborate wedding 
gifts—over the telephone. This reliance on the taste 
and prestige of the firm’s sales staff extends even beyond 
the Nashville area; a surprising amount of business 
being dune by long-distance telephone—a fact which 
accounts for part of the firm’s large mail order business, 

As companion pieces to its dinnerware, Stief’s carries 
a variety of fine figurines and table accessories. These 
are displayed in wall cases adjoining the china depart- 
ment. Among these items are imported candy boxes, 
gracefully-shaped urns, antique porcelain, French dessert 
sets, odd compotes and Italian ware. 

Other merchandise offered includes tooled leather 
jewel boxes, cigarette cases and desk sets, an inexpensive 
line of waste paper baskets, colored lithographed copies 
of 18th and 19th century paintings, and a variety of 
lamps. 

In keeping with its reputation among the southern 
families it has served for nearly a century, Stief’s ad- 
vertising is generally prestige in character. Its window 
displays, too, are in quiet good taste which reflects the 
integrity of the firm. 

Stief’s is certainly not unmindful of attention-getting 
promotions and _ sales-boosting gimmicks. but it fore- 
goes these devices in favor of its traditional emphasis on 
dignity, good taste and service. Stief’s does offer a Bride’s 
Book to each engaged girl who buys her china in the 
store, which is proof of its receptiveness to a good idea— 
providing that it does not impair the firm’s fine reputa- 
tion. Actually, this lack of a forceful merchandising pro- 
gram is in itself Stief’s most effective selling technique. 


Small Town Business 
(From page 156) 


through national advertising, and all it costs me to cash 
in on it is a little extra time and effort. If the manu- 
facturers can go to that kind of trouble and expense to 
sell their products, I’m not going to be the retail bottle- 
neck to slow down the sale! 

“We tie in with every national advertising campaign 
we can handle, use the ad mats for our home town 
weekly newspapers, apply the promotion material for 
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repeats their famous 
PIGGY BANK in 





COAST-TO- COAST 
@REPRESENTATION 


SHOWROOMS: 


CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 





No. 8289 5” Piggy Bank ... . Garlanded with Forget-Me-Nots . . . $12.00 per doz. 


GEO. ZOLTAN LEFTON, Imports 





All Imports are shipped: 
F.0.B. Geo. Z. Lefton, Chicago Warehouse of 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 


WRITE FOR OUR 
COMPLETE CATALOG 





MAIN OFFICE and SHOWROOMS, 
1550 Merchandise Mart 
Chicago 54, Illinois 
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A SUCCESSFUL MARRIAGE! 


Companion Crystal ¢ ‘ Franconia China 


The perfect matching of Companion Crystal stemware to Franconia China’s dinnerware 
patterns is an unqualified success! This wedding of ideas was thought to be a bold 
venture . . . and so it was! Test orders came in, stock orders followed and now we're 
happy as a lark, filling re-orders from all over the country. Top workmanship in 
custom-made luxury, at realistic prices, have made Companion Crystal a hit: $1.50 
to $1.90 Retail per piece (slightly higher South & West). Available in 7 sizes: 
GOBLET, WINE, COCKTAIL, SHERBET, CORDIAL, FRUIT JUICE, ICED TEA. 6 cuttings & 
3 shapes now available . . . and more new designs are on the way! 


e WRITE FOR DETAILS eo DEPT. JC-10 


HERMAN C. KUPPER, INC. @ Importers of Franconia China 
39-41 West 23rd Street e New York 10, N. Y. 








ode .... .-- 


THE VWFINE ENGLISH 


DINNERWARE 


COPELAND 
AAAS | 


FineEnglish Earthenware P9DE 


Saar 
ENGLAND 





: . SPODE 
English Bone China COPEtANCS CHima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





our radio advertising, and use it for building window 
and in-store displays. 

“I can’t see putting anything that might mean ay 
extra sale for me into the waste basket. By using this 
promotional material, we let our regular and potential 
customers know that we have in stock nationally adver. 
tised items. And they don’t have to go off to the neigh. 
boring large towns for their purchases. I’m enthusiastic 
about moving my merchandise with the manufacturer’; 
money for all these reasons. And it helps the small town 
store to have a ‘big, successful atmosphere’ when we 
can produce the quality displays found in the larger 
towns. 

“We do regular advertising in our home town weekly 
newspapers. We also advertise on radio, in local school 
publications and in the local church bulletins. 

“Our window displays and our civic activities are two 
of our best advertising vehicles. Whatever we feature 
in the window, we feature throughout the rest of our 
advertising. I plan my advertising on a quarterly basis 
and base the expenditure upon the past gross sales of 
the previous year. As sales grow, I invest more and 
more in advertising. 

“Watch repairing is an active department. We have 
two full-time watch repair men. This department is of 
major interest to me because I have had extensive watch 
repair training. In fact, I worked in a watch repair 
department before opening my own store here. 

“Our phonograph record department, with a full stock 
of popular and classical recordings, was recently in- 
stalled primarily as a traffic item. We were reading in 
JC-K about one jeweler’s traffic items and we looked 
around for something suitable for our store. Today, this 
record department is growing and is showing a good 
profit. 

“In conclusion, I’d like to add that we have found it 
profitable to adapt successful merchandising ideas and 
methods of other jewelers. We constantly seek out ideas 
for building our small town business.” 





Diamond Industry 1954 
(From page 102) 


of them work part time with no organization affiliation. For these 
reasons it is difficult to obtain accurate information about the 
industry in the United States. 


FRANCE 


The diamond cutting industry in France is centered in St. 
Cloud, but with some cutting plants located in Paris. In 1954 
the number of cutters employed in France was about 475, divided 
as follows: 75 in Paris, 400 in St. Cloud. Out of the 400 in St. 
Cloud, 100 are subcontractots, 40 are contractors for themselves, 
and 260 are employed by manufacturers. 


The industry is apparently well stabilized and shows com: 
paratively little change from year to year. 


ENGLAND 


The diamond cutting industry in England, established in 1940, 
employs about 500 cutters, Cutting is primarily from rough of 
one carat or larger, with finished stones of one quarter carat or 
larger. 

The British factories found strong competition during the first 
half of the year. Towards the end of 1954 an increase of 2% 
percent in wages was awarded at a meeting of the workmen and 
manufacturers under the auspices of the Ministry of Labour. 

In addition to the principal diamond cutting centers just dis- 
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CALICO 





LEAVES SHOWN HERE 


This newest addition to the fast-selling Peter Terris line 
has been thoroughly tried and proved in consumer tests 
throughout the country. An outstanding winner, it will 
spark your Peter Terris sales at an even faster rate. 
Be sure to see it—and plan your order—at one of the 
shows listed below. 


You save... Your Customers save 
16-Piece APRIL STARTER SET 
18-25 retai. 


OPEN STOCK PRICE 26.20 
CONSUMER SAVINGS 7.25 


45-Piece HOMEMAKER'S SET 


B77 -25 rerait 


OPEN STOCK PRICE 79.65 
CONSUMER SAVINGS 21.70 


PETER TERRIS CHINA ORIGINALS 


Dept. PT-7—-NEW CASTLE, PENNSYLVANIA 
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cussed there are shops for cutting diamonds in many other coun 
tries, such as Spain, Hungary, Italy, Czechoslovakia. Portucal 
Austria, Canada, Puerto Rico, Mexico, Cuba, Venezuela, Brazil, 
Australia, Indonesia, India, and others. The number of workers 
varies from a few to perhaps as many as 200. : 


TECHNOLOGY 


The synthesis of diamond by the General Electrical Company 
was the greatest advance made in diamond technology in many 
years. Because of the great importance of this work, it will be 
described in detail in the following section of the report. 

Experimental work on the artificial coloration of diamonds was 
carried out during the year in several laboratories, but no results 
were published which were substantially different from those 
already known, Diamonds turned green by cyclotron or nuclear 
reactor treatment seem to have little public appeal. The fact 
that artificially “greened” diamonds are available has had an 
adverse effect on the sale of all fancy diamonds. 

It has been known for several years that strontium titanate 
was being investigated as a possible gem diamond substitute. 
Strontium titanate is isotropic and nearly colorless, and in these 
two important respects is better than synthetic rutile. The refrac. 
tion index of strontium titanate is 2.409, specific gravity 5.13, 
and dispersion 0.108 (about four times that of diamond). The 
National Lead Company announced late in the year that material 
would be put on the market under the name “Starilian.” 

Some of the more important papers on diamond _ research 
published during the year are listed below. Papers dealing 
especially with industrial diamonds are given in that section of 
the report. 

The etching of diamond. I. Octahedron faces. II. Cleavage, 
dodecahedron and cube faces. M. Omar, N. S. Pandya, and §S, 
Tolansky. Proc. Roy. Soc., A, vol. 225, pp. 33-40 (1954). 

The formation of trigons on diamonds. A. Halperin. Proc, 
Phys. Soc., B, vol. 67, pp. 538-545 (1954). 

Type Ilb diamonds. J. F. H. Custers. Physica, vol. 20(3), pp. 
183-184 (1954). 

Some effects of neutron irradiation of diamond. A. H. Benny 
and F. C. Champion. Nature, vol. 173 (4414), p. 1087 (1954). 
The hardness properties of cube faces of diamonds. E. M. Wilks 
and J. Wilks. Phil. Mag., vol. 45 (Ser. 7), pp. 844-850 (1954). 

Discrimination between natural blue diamonds and stones col- 
ored artificially. J. F. H. Custers and H. B. Dyer. Diamond News, 
vol. 28, no. 2, pp. 27-28 (1954). 

The present status of diamond coloration treatments. Frederick 
H. Pough. Jewelers’ Circular-Keystone, vol. 124, no. 8, pp. 76-77 
(1954). 

Oriented olivine inclusions in diamond. P. Hartman. Amer. 
Mineral., vol. 39, pp. 674-675 (1954). 

Recovery of small diamonds. Anonymous. Optima, vol. 4, 
p. 33 (1954). 

{process for recovering small alluvial diamonds. R. G. 
Weavind. Gems and Gemology, vol. 7, pp. 365-366 (Winter 1953- 
1954). 

Recovery of small diamonds by electrostatic separation, A. A. 
Linari-Linholm. Gems and Gemology, vol. 7, pp. 374-375 (Winter 
1953-1954). 


SYNTHETIC DIAMOND 


Synthetic diamonds were made in 1954 by the General Electric 
Company, Schenectady, New York, although the accomplishment 
was not announced until February 15, 1955. Making diamonds 
was the result of more than four years of intensive work by a 
research team made up of Drs. Francis P. Bundy, H. Tracy Hall, 
Herbert M. Strong, and Robert Wentorf. 

Of fundamental importance was the development of pressure 
vessels that can be operated at pressures up to at least 1,500,000 
pounds per square inch and temperatures up to about 5000°F. 
The ability to maintain these pressure-temperature conditions 
simultaneously for long periods of time led to success where 
others had failed. Details of the design of this pressure vessel 
have not been revealed. 

General Electric’s first diamond was made by subjecting a 
“carbonaceous compound” to a pressure of about 800,000 pounds 
per square inch, and a high temperature (presumably near 
5000°F.) for 16 hours. The resulting diamond was a single crystal 
of near-gem quality about 1/16 inch long. At still higher tempera- 
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Damask Leaf 


A refreshingly light branch, leaf and tiny flower, mist white 






on a pastel coupe background . . . offering the graceful 





charm of a modern floral... in an exquisite design of tra- 





ditional simplicity. Finest china finished in gleaming plat- 






inum, available with backgrounds in Blue, Pink or Grey 





$15.50 a five-piece place setting. 





{4s Advertised In: 

House Beautiful + Bride-To-Be 
Seventeen Magazine +» Modern Bride 
Guide for the Bride +» Bride’s Magazine 
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FLINTRIDGE CHINA CO., 350-380 S. Raymond, Pasadena 1, Calif. 













It’s easy! It’s profitable! 
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Longer Lasting 
Impressions 
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Gift Items 















NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 
Write for details 


? STAMPING MACHINE CO. 
Kingsleg HOLLYWOOD 28, CALIFORNIA 


FOR SEPTEMBER, 1955 























Who was the first English bone china company to 
offer an entirely new coupe shape? Royal Doulton. 
Who was the first to design fine dinnerware in line 
with American style trends? Royal Doulton. And 
who brings you the heaviest national advertising 
program in the English china field? Royal Doulton, 
with a powerful Fall schedule in HOUSE & GARDEN, 
HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE’S MAGA- 
ZINE, LIVING FOR YOUNG HOMEMAKERS, AMERICAN 
HOME, and SEVENTEEN. 

News? Why, it’s the talk of the trade! 


pi Doulton 


T.M. REG. 


BONE CHINA AND FINE DINNERWARE FIGURINES 


CHARACTER . S * DOG CHAMPIONS * CH REN’S WARE 
DOULTON & CO., INC.,11 EAST 26th STREET, NEW YORK 10, N.Y. 


new—this oblong, footed tray of 
copper-finished metal, light and easy 
to carry — holding cocktail shaker 
and 8 glasses decorated with black- 
and-gold roosters—plus black plastic 


stirrer. 


Entire 1l-pe. Combination Cocktail 
and Martini Set Retail: $7.95 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 


44 York St. 
Toronto, Ont., Canada 
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tures and pressures diamonds were made in a matter of minutes. 
All together, several different processes have been tried suc- 
cessfully, using different raw materials and various temperature- 
pressure combinations. Single runs have produced up to 1/10 
carat of diamond, in a pressure vessel said to be no larger than 
a pencil eraser. The exact nature of the “carbonaceous compound” 
used as a raw material has not been disclosed. 

At the time of the February 15, 1955, announcement, diamonds 
had been made more than 100 different times by General Electric 
scientists. The quality of the diamonds varies widely, ranging 
from nearly transparent and colorless to dark brown. Some runs 
produced irregular shaped fragments, while other times clusters 
of octahedral crystals resulted. 

The General Electric Company has stated that they do not 
intend to try to make gem diamonds, but the company attaches 
great importance to the possibility of producing industrial dia- 
monds as a logical extension of its interest in hard cutting mate- 
rials represented by cemented carbides manufactured by _ its 
Carboloy Department. 


MINING AND DISTRIBUTION 


De Beers Consolidated Mines, Ltd., is the major factor in the 
diamond industry because it holds a controlling interest in a 
number of diamond mining companies, and also in companies 
having buying contracts with independent ‘producers. De Beers 
profit for 1954 was £11,010,344, which is £307.457 less than for 
the previous year. 

Diamond mining companies still retaining corporate existence 
but controlled by De Beers are: The Premier (Transvaal) Dia- 
mond Mining Company, Ltd.; The Consolidated Diamond Mines 
of South West Africa, Ltd.; Griqualand West Diamond Company 
(Dutoitspan Mine), Ltd.; and the New Jagersfontein Mining and 
Exploration Company, Ltd. 

Selling companies in which De Beers has an interest are: The 
Diamond Trading Co., Ltd.; The Diamond Purchasing and Trad- 


$7.54 retail 


toe. Gold edge. 


request. 














1. Famous Christmas Tree Dinnerware . 


3. Left to right: Bertson House Top-Selling Christmas Candle Glass 


from nature in pristine white on fine imported 
glassware. Complete line of drinking and stem- 


ware items, all exceptional values. Prices on 


4. The Cup of Knowledge ... an au- 
thentic reproduction of the ancient cup 
of divination . 
China. Confucius often consulted it in 
making his well known predictions. 
Full instruction book with each cup. 
$3.70 each retail. 


BERTSON HOUSE Ltd. 


10 West 56th Street 





ing Co., Ltd.; The Diamond Corporation, Ltd.; and Industria] 
Distributors (1946), Ltd. 

Others companies in the De Beers Group include: De Beers 
Investment Trust, Ltd.; De Beers Industrial Corporation, Ltd; 
The South West Finance Corporation, Ltd.; H. L. G., Ltd.; and 
Marmora Mines, Ltd. 

The consolidated profit and loss account of the group of com. 
panies listed above showed that in 1954, the group profit, after 
deducting £7,781,226 for taxation, was £17,729,152. From this 
was deducted the Union of South Africa Government’s interest 
in the profits of Premier (Transvaal) Diamond Mining Company, 
Ltd., amounting to £905,397. 

The Anglo American Investment Trust holds 20 percent of the 
issued ordinary share capital of De Beers Consolidated Mines, 
Ltd. In addition, Anglo American has an interest in the following 
companies: Boart Products, South Africa; Boart Products Manu- 
facturing Company, Ltd.; The Diamond Purchasing and Trading 
Company, Ltd.; The Diamond Trading Company, Ltd.: and 
Industrial Distributors (1946), Ltd. Anglo Americans’ interest 
in The Diamond Corporation and De Beers Investment Trust is 
not confined to the indirect interest through the De Beers Com- 
pany. Anglo American has a direct interest of 16.9 percent in 
The Diamond Corporation, and a 2.3 percent direct interest in 
De Beers Investment Trust. 

The De Beers company holds approximately 96.6 percent of 
the ordinary shares and 18.5 percent of the preference shares in 
the Consolidated Diamond Mines of South West Africa, Ltd. 
Approximately 7134 percent of the issued ordinary share capital 
of De Beers Industrial Corporation are held by De Beers Con- 
solidated Mines. The De Beers company also holds 92 percent 
of the preference share capital and 98.2 percent of the deferred 
share capital in the Premier (Transvaal) Diamond Mining Com- 
pany. A 60 percent direct interest is held in The Diamond 
Corporation by De Beers, as well as a substantial indirect interest 
through its subsidiary, The Consolidated Diamond Mines of South 


Best Sellers From Bertson House 


in complete open stock. Biggest of all 


sellers during the holiday season and a Bertson House Exclusive. 5-pc. place setting, 


2. Christmas Tree Napkins ... Bertson House famous Christmas Tree Pattern beauti- 
fully reproduced in full color on Cocktail and Luncheon Napkins. Total of 200 nap- 
kins. 100 of each in gift package. Fast mover at $4.00 retail. 


with rich 


cherry red flaming candles and red berries on green holly with provocative mistle- 
Extensive line of drinking ware. Moderately priced. Christmas 
Tree Hiball (center) with vivid green Christmas Tree ornamented and outlined with 
gold on milk white glass. Topped by gold star. Retails at $15.00 doz. Snowflake 
Crystal Fluted Hiball (right). Each actual and 
different feathery flake is accurately reproduced 


of fine English Bone 





New York 19, N. Y. 
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Don't Miss the FREE Finding in every 
package of Naomi ring guards and ring 
locks. Look for it! See your material 
wholesaler today. 
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ISLAND PARK - NEW YORK 











TREASURE DOME (R) DESK SET 


With handsome .. modern .. streamlined, banker's approved, ba!l point 
pen (designed for ''Paper Mate" refills) in black and gold combination, 
on hardwood base of blonde, ebony or mahogany. (534x4"'.) Fit for 
Mom's writing desk, Dad's office. Crystal clear DuPont Lucite, break 
resistant, ''bell-case'' displays treasured heirloom watch. 80% of your 
customers have old watches! Guide them to an "original'’ TREASURE 

DOME. Makes a modern, 
useful, easy-to-wind time- 


piece . . . Nationally 
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Beatty, Dept. 110- 
O, 7410 Santa Mon- 
want rings of the College geles 46, Calif. 
Type. Now you can capture $7.00 Keystone. 
College Seal's modern styles 
for High School Students! nineebanein 
No inventory headaches because of 
our “catalogue selling plan.” You 
sale .. . no matter how small! We | Member: jewelers Board of Trade, New York. 
give the fastest service in the class | 
CASH IN ON THE BIG SWING TO , Anlwele 
COLLEGE TYPE AIGH SCHOOL RINGS! = OCULAY Dikect pian 
Selling catalogue, counter dis- | Wholesale 
Also Available—i4K GOLD College Seals and Charms 
=—"/ = COLLEGE SEAL & CREST COMPANY 


| ica Blvd., Los An- 
: ie! 
this gigantic market with 
~ YOU CAN EVEN ORDER ONE RING AT A TIME! DI AM OND « 
get better than usual profit on any 
ring trade. 
free it and complete infor- | Prices 
pact - 9-110) 09h) se CAMBRIDGE 39, MASS 


WRITE AIRMAIL FOR PRICE LIST N°28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 
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West Africa, which company has a 23 percent interest in the 
corporation. 

The Diamond Corporation, Ltd., acts as a link between South 
African and other producers. The Corporation enters into con- 
tracts to purchase production from producers outside the Union 
of South Africa and South West Africa. The amount purchased is 
related to the volume of trade, with a guarantee to each producer 
that their sales in each year will not fall below an agreed 
minimum. The corporation has contracts ending December 31, 
1955, with diamond producers of the Belgian Congo, Angola, 
Sierra Leone, Gold Coast, French Equatorial Africa, and Tan- 
ganvika. Negotiations for the renewal of these contracts have 
been opened. 

The Diamond Corporation, Ltd., has substantial shareholdings 
in ‘the following non-union diamond producing companies: Con- 
solidated African Selection Trust, Ltd.; Companhia de Diamantes 
de Angola; and Société Miniére du Bécéka. 

The marketing of gem diamonds is conducted by The Diamond 
Purchasing and Trading Co., Ltd., and its associated company, 
The Diamond Trading Co., Ltd. The marketing of industrial 
diamonds is done through Industrial Distributors (1946), Ltd., 
and its wholly owned subsidiary, Industrial Distributors (Sales), 


Ltd. 
INDUSTRIAL DIAMONDS 4 


World production of industrial diamonds in 1954 was only 
slightly higher than in 1953 (0.3 percent). Imports of industrials 
of all classes into the United States were greater than in the 
previous year by about 500,000 carats. Sales by Industrial Dis- 
tributors (1946), Ltd., were less in value by approximately £1,275.- 
000. The average price of industrials imported into the United 
States during 1954 was also slightly less than in 1953. 

At the beginning of 1954 prices of industrial diamonds were 
rather weak. In February, 1954, the price of crushing bort in the 
United States dropped to $2.05 per carat, lower than the London 
price of $2.25 per carat (compared to $4.85 per carat during the 







































Korean war). Later in the year prices rose somewhat, and became 
relatively stable at about $2.75 per carat. 

Details of 1954 industrial diamond production and United 
States imports follow. 


INDUSTRIAL DIAMOND PRODUCTION 
World production of industrial diamonds in 1954 is shown by 


country in the following table: 


WORLD INDUSTRIAL DIAMOND PRODUCTION IN 1954 
BY COUNTRIES, IN METRIC CARATS 





ee 


Industrial Diamonds 


Total | Perce 
Production Production | of Total 
Africa: 
PRETORIA oro 5) ocgiiose ies v8 908 : 721,607 | 296 ,000 41 
Belgian Congo: | | | 
Bakwanga....... wcvigs | 42,000,100 11,810,000 | 98 
i rere eee | 568,620 | 256,000 | 45 
French Equatorial Africa. | 152,529 100,000 | 66 
French West Africa... ......- 216,000: 140,000 | 66 
Gold Coast: | | 
European companies..... 1,000,162 | 830,000 | 88 
African producers Sree te 1,134,979 | 840,000 | 74 
PICPTA LPONC. 6:0. 6.066 oe es | 398,608 263 ,000 | 66 
South West Africa... ne 683 , 536 137,000 20 
Tanganyika........ ‘ Se 326,009 160,000 | 49 
Union of South Africa: | 
Premier Mine. ... Sete 1,431,281 | 1,102,000 | 93 
De Beers Group...... a0) by kde O22 557,000 | 50 
PUNTO. oo o-3s 6:5 6a ets 314,000! 157,000 | 50 
South America: | } 
Brazil. . : Sheers : salt | 200,000! 100,000 | 50 
British Guiana...... — | 30,073 | 18,000 | 60 
Wenenuels.......6 <<< <6 454 ' 96,983 | 68,000 {| 70 
Other countries... .... ; 5,000! | 3,000 | 60 
OURS c-clews 20,440,000 16,840,000 82 





1 Estimate, subject to revision. 
2 Includes 100,000 carats from the State Mines of Namaqualand. 
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ESTABLISHED 1936 
Write for free catalogue, "The Science of Gold Plating" 


14,N. Y. ¢ AL 5-8677 


_ UNIFORM GOLD PLATING FOR SMALL FINDINGS 


You get heavier, MORE UNI- 
FORM gold plate with our 
Spectralloy Process*. This proc- 
ess, which is unique with our 
plant, permits the deposit of four 
metals in alloy with gold. The re- 
sult is longer wearing, richer look- 
ing plate for your findings. Our 
modern, automatic equipment 
makes this better plating pos- 
sible at greater economy. Our 
plant is equipped with the latest 
type barrel plating machinery to 
also handle nickel, 
tique gold, and other types of 
plating for small findings. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y. 
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Slash Mailing Costs 


A completely new low cost-lightweight corrugated 
mailing box. 
¢ Ideal Gift Box and Mailer « New Strength 


oJ Li _ mro. ay ROSNER CONTAINER CO. 


- 
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- 
"-eeace” 


Featuring exclusive Label-Sealer for Parcel Post and 
Preformed-Sealer for Registered Mail. (pat. pend.) 


Write for descriptive brochure 


143 Greene St. New York 12, N. Y. 
Tel. GRamercy £-2306 


SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND\GOLD FILLED 
EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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Complete selling assortment has 3 
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Rosewood, Cocobolo, Ivory Plastic, 
with mounted Sterling Silver Bands, 2 
Sound Blocks. Walnut Case is free! 
This 15” x 22” “Space Saver’ has 
dust-proof, hinged glass top. Contents 
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=a DISPLAY UNIT! 


Wa 
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NEW. 842" long. Retail, tax inc. $5-00 ad P. 
SIZE! 3 compartments — king size and regular It Finally Happened In Miami! , 












We are building a modern Jewelry Ex. 
change in downtown Miami, which will ac. 
“commodate 41] jewelers. 


We have installed the facilities and vault 
that meet with the highest specifications. 








A personalized lifetime remembrance Tlic Gecncaiia 2 wondestel covadwa ts 


STERLING CIGARETTE BOX anybody wishing to move to Miami and be 


Never-to-be-forgotten gift for the groom, the president of assured of a business opportunity, without 
your club, the retiring executive, the tournament winner P : 
—and for a thousand other appreciations and occasions. a large investment. 


IN 5 SIZES The booths are nominally priced and anyone 


i 
H1—4" long, 3%" wide, 142" high $29.50 ° ‘ ’ 
at long, 3%" wide, 1%" high $42.00 All prices interested in a booth, please communicate 
#3—4" long, 3% wide, 2% h'gh $38.50 retail and with us. 


#4—6%" long, 344" wide, 244" high $52.50 include tax 
#5 —8'2"' long, 34%" wide, 1¥2’’ high $59.00 








“ee We will be open by September Ist. 
Newspaper mat of this advertisement is available. Your 

newspaper will add store signature and facsimile engrav- 
ing ta to copy above. Use it to bring profitable gift 


business to your store. We can provide engraving service. | THe AMERICAN JEWELRY EXCHANGE 


Write for catalog of complete Smith & Smith line. 





NORTH ATTLEBORO, 226 N.E. 2nd Ave. Miami, Fla. 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 


St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 













Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the best 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 
Lancaster, Pa. 







































This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travel- 
ers, is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 
























John J. Bowman, 
Director 


Charles Ezra Bowman, 
Registrar 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


153 East 70th St. New York 21, N. Y. BU. 8-2718 
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_——a ollowing table is given for the years 1945-1954 a sum- 


In the f ‘ ° * Z | 8 r) 
6 ge suductrial dismend ted into the | l k f f 9 
| ae. toe crormce price per carat in 1054 was the | AC @ TL) MB CU) ma The) tS : 


lowest since 1950. 
NDUSTRIAL DIAMONDS (EXCLUDING DIAMOND DUST AND | Ss aly AN is a KH CJ iS SS. 


: RED BORT) IMPORTED FOR CONSUMPTION IN | 


Ex. ET nTED STATES, 1945-49 (AVERAGE) AND 1950-54 | om tt) 3 Ca 2 Ds. 














IS ont of C -e) | 
l ae. (U. S. Department of Commerce | 
| | Value | >) Si Se ey AN =) ee 
| rane pe 
Year Carats } Total Average | in 
ak | ft i a : 
5-49 (average)... | 7,217,094 | $18,103,288 | $2.51 e - 
Ss. _* soins ; Hy 11,039 ,036 36,792,832 3.33 } Li e-fime 
aaa ‘| 19"120'647 | 46°327/622 3.82 | 
mee ‘| 13)469/198 | 51,117,163 3.80 ‘| 
 _chlian TIL ITT) a92'768'595 | 1465881944 3.67 s 
| to aa 13,807,344 | 48,018,204 | 3.48 
Lb ee : : AY ETS 
. 1 Revised figure. % 
out ye | eas 
Exports of industrial diamonds from the United States are 
chiefly in the form of diamond grinding wheels. During the year 
diamond grinding wheels valued at $553,643 were exported, as 
one well as 90,665 carats of diamond dust and powder valued at 
$237,697. , . 
‘ate The field of industrial diamond uses was exhaustively reviewed 


again in 1954 in the Industrial Diamond Review (incorporating 
the Bibliography of Industrial Diamond Applications), edited 
by P. Grodzinski (Industrial Diamond Information Bureau, 32-34 
Holborn Viaduct, London, E.C.I.). Some of the more important 
papers published during the year were the following: 

Industrial diamond substitutes I. Physical and x-ray study of 


] hafnium carbide. P. G. Cotter and J. A. Kohn. Amer. Ceram. with NEW HERMES 


Soc. Journ., vol. 37, pp. 415-420 (1954). 




























\ Diamond orientation in diamond bits. Albert E. Long. U. S. “flr ] 
a. Bureau of Mines Report of Investigations, No. 5015, 13 pp. (1954). -O ,4 4 Y UV 
Experiments with oriented diamonds indicate 42 percent sav- " Te 
: ings in bit costs. A. E. Ross. Eng. Min. Jour., vol. 155, pp. 94-95 
— 9). ' A “natural” for the alert jeweler. Why pass 
Electrolytic recovery of diamonds from used drill crowns. he | i 9 
D. A. Benfield and K. G. A. Strachan. Jour. Chem. Metall. Min. up profitab © impulse sales every day? SEAL- 
Soc. S. A., vol. 55, pp. 43-58 (1954). O-MAT automatically laminates photo or card 
Diamond dust reclaiming process. Astra Corp.. Cleveland, Ohio. betw t h ; i 
: & w ts of tic quickl r- 
| ) Tooling and Prodn., vol. 20, p. 80 (1954). or slihapemenagiine plast _ ck Yr pe 
fectly. Anyone can operate it. Quickly pays 
( 


: for itself. Machine ready to operate $295. 





THE ONLY MACHINE WITH THESE FEATURES: 


e Laminates any photo without pre-treatment. 
© Will not discolor color prints. 


Send for information and Easy Pay Plan 





NEW HERMES LAMINATING MACHINE CO. 


13-19 University Place 


This is the second and concluding instalment of JC-K's 30th 
annual report on the diamond industry. The complete, un- | New York 3, N.Y. 
abridged report is available in booklet form at 50 cents per copy. 
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and LETTERING 
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J. M. BERGLING 





18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 
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100 E. 42nd St., N. Y. 17, N. Y. 






@ Write for booklet — tells the 
“inside story” of stopwatches. 
lilustrates patented spare parts compartment. Shows what 
to look for in a timer. Complete, thorough, interesting. 

Must reading for users of stopwatches. 

@ Brand new Clebar catalog . . . illustrates and describes more 
than a score of stopwatches and chronographs for every 
timing purpose. Write for your copy today! 

















CLEBAR WATCH AGENCY : 521 Fifth Ave., N. Y. 17 

















LADIES WATCH ATTACHMENT 
by Don Amro 
> Juan 






QUALITY MARKERS 
STRING«n¢ RIBBON TAGS 


MADE OF METAL, FOIL,OR PAPER 
ATTLEBORO PRINTING & EMBOSSING CO. 
56 UNION ST., ATTLEBORO, MASS. 





No. 5—Resilient Stainless Steel $4.95 


with patented adjustable clips ‘stoi 
No Fed. Tox 


i Gl. Keystone $4.50 © 


No. 6—Stainless Steel with $8.75 
adjustable 1/20 12 Kt. gold —< 


No. 7—Stainless steel with 
ends for cord watches 


No. 8—Stainless steel with $8.95 
1/20 12 Kt. gold filled clips retoit 


aii 
with ends for cord watches inc. Fed. Tox 


Keystone $8.10 filled clips Fed. Tox 
Serenade Keystone $7.50 
No. 9—All 10 Kt. Yellow gold $55.00 ae Song —— Gold $60.00 bs fa l 
Order with convertible ends —'n«. Fed. Tox inc. Fed. Tox 
or regular clips Keystone $48.00 Keystone $54.00 


Embnaces the Wrist PROFITABLE LINE OF 
em 1 KT AND GOLD FILLED 


* RESILIENT STAINLESS STEEL * SHOCK ABSORBING — No hidden springs 
* NON-MAGNETIC — Non-Corrosive * DOES AWAY WITH WRIST IRRITATION 
* PERSPIRATION PROOF — Hygienic * MOST COMFORTABLE TO WEAR & 
* SHAPED TO FIT THE CONTOUR OF THE WRIST 
ORDER Now THROUGH YOUR WHOLESALER nee ee ernrs Cnty 


Wrist sizes: Extra small — Small— Medium large lug widths: 3/8’°—1/2”. ALK Jewelry Manufacturing Co. 
(deal f°*NURSES-LABORATORY TECHNICIANS-SPORT AND STYLE ENTHUSIASTS say ede Cae was ds 


Dou Aan WATCH BANDS 29 E. MADISON STREET World’s Largest Manufacturer of Quality Earrings 
CHICAGO 2, ILLINOIS 
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OSCAR KIND RE-ELECTED ANRJA PRESIDENT. Oscar Kind, Jr., president of S. Kind & Sons, 
Philadelphia, has been re-elected president of the American National Retail 
Jewelers Association. Mr. Kind, immediate past president of the American Gem 
Society, served as vice president of ANRJA from 1949-1953, and as secretary- 
treasurer in 1954. 


TIFFANY & CO. ACQUIRED BY HOVING CORP. Louis de B. Moore, president of Tiffany & 
Co., New York, has announced that control of the company has been acquired by 
the Hoving Corp. This concern, headed by Walter Hoving, controls the Bonwit 
Teller women's specialty stores. Mr. Hoving reported to the press that he has 
no intention of changing the present management which, he remarked, "is worth 
as much as the company." 


MUNSON ELECTED PRESIDENT OF INTERNATIONAL. Craig D. Munson has been elected presi- 
dent of The International Silver Co., succeeding the late Maltby Stevens. Mr. 
Munson was vice president for sales prior to the board of directors’ recent 
action. He is succeeded in that position by John B. Stevens, formerly general 
sales manager of wholesale lines, who has been elected vice president, director 
and executive committee member. 
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RUDDER NAMED CHAIRMAN OF TAX COMMITTEE. The Jewelry Industry Tax Committee has 
announced the election of James M. Rudder, Atlanta, Georgia, as chairman. At 
the same time the committee made public the appointment of Bernard N. Burnstine 
of Washington, D. C., as executive vice chairman. 

ONEIDA WARNS DESIGN PLAGIARISTS. Oneida Ltd. Silversmiths has announced that it 
plans to issue a warning against design plagiarism by Japanese manufacturers. 
"This action is necessary," reports Miles E. Robertson, company president, 
"because some import agencies are offering stainless steel flatware and silver- 
plated flatware in behalf of Japanese manufacturers which are deceptively 
Similar to or exact duplicates of designs made by Oneida Ltd." The warning will 
be delivered through advertising. 


ses > a 


TREASURY DEPT. TO PRESS WATCH TARIFFS. The Treasury Department, while open to 
Suggestions for changes in its proposed legislation to restrict up-jeweling of 
watch movements imported into this country, still intends to press for the. 
legislation next year. The measure passed the House Ways and Means Committee in 
the closing days of the last Congressional session, but got no further. The 
committee, while it does not have to, is expected to hold additional hearings 
on the proposal next year in an attempt to remove some of the objections to the 
"hurry-up" bill it approved this year. 
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FASY CREDIT TERMS WORRIES GOVERNMENT. Government officials, acting to slow the 
torrent of easy credit to consumers, are worried not over the total amount of 
money owed, but by terms offered to buyers. Late last month, the government was 
attempting by "moral suaSion" to get lenders -- including retailers who operate 
their own instalment credit systems -- to tighten up themselves. Washington now 
lacks the legal authority to regulate instalment buying, but it is no secret 
that the administration would like to hold such a club over the heads of 
retailers in order to slow credit expansion. Of primary concern now are terms 
of too little down and too long to pay. 


ADVANCE REPORT ON RETAIL TRADE FOR JULY. Total sales of retail stores in July, 1955, 
were $15.5 billion, the U. S. Department of Commerce announced recently. This 
advance figure, after adjustment for seasonal factors and trading day differ- 
ences, waS 2 per cent above June of this year and 9 per cent over July a year 


ago. 
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All Designs Copyright 


A sure seller for your fall home fashion promotions — now available as Clock or Barom- 
eter, in two sizes and choice of Metalgold, Black, White. Guaranteed 8-day jeweled 
clock movements and precision barometer instruments. Full 509% mark-up. Pkd. 1. 
No. 3051 Sunburst Barometer... No. 2781 Clock, same design—16” diam., 5%,” 
dial— wholesale $15.00. Same design in 23” size—No. 3054 Barometer, No. 2885 


ere ene eee ree Clock—wholesale $30.00. 


© Copyright 1955 
Ss Y R A 


c U Ss E AM EN TAL co M PAN Y, © -¢., 
589 S. Clinton Street, Syracuse 2, New York 

Permanent Showrooms: New York — 225 Fifth Ave. Chicago — 1526 Merchandise Mart 

Seattle — 2028 Second Ave. High Point, N.C. — 108 E. Commerce St. 

Canadian Dist. — John Walter & Sons Ltd., Kitchener, Ontario, Canada 
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ANRJA Holds 50th Annual Convention 





Oscar Kind Reelected 
President of ANRJA; 
Van Cott, Shreve Named 


On the final day of the 1955 ANRJA 
convention and trade show, held in New 
York from August 14 to 18. Oscar Kind, 
Jr., president of S. Kind and Sons, Phila- 
delphia, Pa., was reelected president of 
the association for a further year. 


Reelected 
President 
of ANRJA 





Mr. Kind is a graduate of the Wharton 
School, University of Pennsylvania, where 
he majored in economics. He is a certified 
gemologist and a past president of the 
American Gem Society. He also is a mem- 
ber of the board of the Jewelers Vigilance 
Committee. 

Mr. Kenneth I. Van Cott, Van Cott 
Jeweler, Binghamton, N. Y., was elected 
to serve as treasurer. A graduate of Co- 
lumbia University, he served as vice-presi- 
dent of ANRJA from 1944-1949 and as 
president from 1949-1951. 

Mr. William H. Shreve, Crump & Low 
Co., Inc., Boston, Mass., was elected to 
the office of secretary of the association for 
the current fiscal year. Mr. Shreve has 
been president of the Massachusetts-Rhode 
Island Retail Jewelers Association and 
during the past three years has served as 
vice-president, ANRJA, for the New En- 
gland region. He is a graduate of Harvard 
University. 

The following were elected as regional 
vice-presidents: William S. Preston, Sr., 
F. J. Preston & Son, Inc., Burlington, Vt., 
New England region; and Rudolph J. 
Ortmann, Adams & Ortmann, Charleston, 
S. C., Atlantic Gulf region. 

The following officers were re-elected for 
the next fiscal year: vice-presidents: 
Maurice Adelsheim, Jr., S. Jacobs Com- 
(Turn to page 201) 
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peration Cherub’ Received with Enthusiasm; 


Past Presidents Feted on Golden Anniversary 


A total of more than 14,000 people, in- 
cluding 8,225 retail jewelers, attended the 
50th “Golden Anniversary” convention and 
trade show of the American National Re- 
tail Jewelers Association that was held at 
the Waldorf Astoria Hotel in New York, 
from August 14 to 18. 

The general air of the convention was 
one of optimism: manufacturers reported 


that many lines were selling well, and 
jewelers were anticipating a Christmas 


season when the average American would 
spend generously. 

A highlight of the five-day show was the 
presentation of “Operation Cherub,” a na- 
tionwide Jewelry Industry Council promo- 
tion designed to spark sales across the 
country this Christmas. The ANRJA and 
the NJA are co-sponsors. 


} 





Presiding during the first general session 
was Oscar Kind, Jr., current president of 
the ANRJA. He told the assembled jewel- 
ers that they might be able to boost their 
sales if they stopped competing with each 
other and became aware of their non- 
jewelry competitors who are receiving the 
consumer’s “luxury dollar.” 


Kind Urges Cooperation 


“Bend with, rather than fight with your 
fellow jeweler,” Kind emphasized. Com- 
petition within the jewelry industry is “far 
less detrimental to your business than the 
dozens of other trades with whom you 
cannot cooperate, but must fight,” he de- 
clared. 

Kind pointed out that “We are all sell- 
ing jewelry. Selling it makes people con- 





Arno H. Johnson, vice-president and research director of the J. Walter Thompson Co., 
said that by 1960 the potential jewelry market could expand by 75 per cent. 


Convention exhibitors, totaling 3,907, 
displayed varieties of jewelry, — silver, 
chinaware and watches. Other registered 
delegates included 823 wholesalers and 
their representatives, 925 guests and 56 
representatives of the jewelry industry 
overseas. 

An unusual feature of the banquet, held 
on the final night of the convention, 
August 18, was the “Golden Anniversary 
Salute,” tendered to all living past-presi- 
dents of the association. A medallion, de- 
signed for wearing on a chain around the 
neck, was presented to each former presi- 
dent, and to Oscar Kind, Jr., the president. 
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scious of the product and the more atten- 
tion that can be brought to jewelry, the 
better are your chances of making jewelry 
sell.” 

in referring to “Operation Cherub,” 
Kind stated that “never before has so 
much been planned and prepared on a na- 
tional scale to make this a _ jeweler’s 
Christmas.” He urged jewelers to start 
planning their fall seasons at once and to 
support “Operation Cherub” with dollars. 
Kind reminded members that sales promo- 
tions and aids were available for their use. 

The ANRJA Credit Insurance Plan is 
a valuable “sales tool” which should be 
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utilized, Kind said, in urging jewelers to 
“set on the bandwagon” and be the first 
in their communities to advertise and offer 
the credit insurance plan. 





During opening session talk, Oscar Kind, 
Jr, ANRJA president said “bend with, 
rather than fight, your fellow jeweler." 


"The Retailer's Stake..." ‘°° 


Rowland Jones, Jr., president of the 
American Retail Federation, told members 
that Congress is always under pressure 
from “well-organized, well-financed, effec- 
tively-led groups” and that the retailer 
must meet these attacks or else bow to 
the better-organized groups opposing him. 

Rowland, who spoke on “The Retailer’s 
Stake in the 84th Congress,” pointed out 
that jewelers are still subjected to discrim- 
inatory taxes which must be taken off the 
books. The way is open to “get rid of 
these taxes,” he said, “because Congress 
is in the mood to wipe them off the books.” 

“Isn’t it ridiculous to single out jewelry 
for taxation?” he asked rhetorically. The 
jewelry industry is just as important, Row- 
land said, as a steel mill, a coal mine or 
a railroad. Why then should the jeweler 
lose the consumer’s dollar to other, non- 
taxed competitors?” he asked. 

In criticising the federal government’s 
credit regulations, Rowland declared that 
“no government can substitute its judg- 
ment for the judgment of the retailers of 
the U. S., and the mass of American fami- 
lies, as to what should be the credit regu- 
lations for business.” 

Rowland stated his association’s opposi- 
tion to the proposed federal sales tax, to 
federal control of unemployment compen- 
sation programs in local areas, and to fed- 
eral interference in minimum wage regu- 
lations, 





Huge New Market Predicted 


Arno H. Johnson, vice president and 
director of research for J. Walter Thomp- 
soa Co., told the convention that “the po- 
tential market for jewelry by 1960 could 
expand by at least 75 per cent over present 
levels.” To substantiate his theory, he said 
that personal consumption expenditures 
for jewelry and watches which totaled $1.4 
billion in 1950 had already reached an 
estimated $1.7 billion this year. The poten- 
tial market for jewelry could expand to 
$3 billion by 1960, he stated. 

“Mass millions have climbed upward in 
income groups and in discretionary spend- 
ing power,” Johnson declared. “The mid- 
dle income family now has discretionary 
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spending power over five times as great 
as the pre-war middle income family.” 

“While the jewelry industry has an op- 
portunity for a 75 per cent growth by 
1960 it faces greatly increased competi- 
tion,” he pointed out. Changing habits and 
interests and desires of millions of people 
will require intensified educational and 
selling effort against increased competition, 
Johnson said, 

Jewelers heve an opportunity to sell to 
consumers $1.3 billion more of jewelry 
products each year by 1960, but aggressive 
marketing will be needed to reach this 
level since it means “major changes” in 
the appreciation of jewelry and desires for 
jewelry by mass millions of Americans, he 
emphasized. 


Discusses Consumer Credit 


DeWitt J. Paul, vice president of the 
Beneficial Management Corporation, spoke 
on the “Present Status of Consumer 
Credit.” He told listeners that jewelers 
must believe in the importance and the 
value of consumer credit, before it can be 
handled correctly. 

“Accept consumer credit philosophically 
as 2 sound facility in our way of living,” 
he urged. Consumer credit is “ene of the 
great moral forces in our country” and it 
must be looked upon “not as a debt but 
as a means of forced saving,” Paul stated. 

Paul called consumer credit the lubri- 
cant of mass production and one of the 
great “democratizing” forces in America. 
It should continue to grow in relation to 
the nation’s economy, he said. 

“Consumer credit is here as a vital tool 
in our long range survival” and it is up 
to the jeweler to use it extensively,” Paul 
declared. 


GE's Man-Made Diamond 


The general business 
held on Tuesday, August 16, was given 
over to the subject of sales promotion and 
merchandising. Hugo F. Kofmehl, Duncan, 
Okla., served as moderator for this session. 

He introduced the first speaker, Dr. 
Miles J. Martin, manager-research infor- 
mation, General Electric Co. Dr. Martin 
stated at the outset that G.E.’s man-made 
diamond project is still in the research 
that he could not predict what 
further research would yield. 

He said, “The initial results are very 
encouraging and have been successfully 
repeated many times. As yet, the scale of 
the operation is limited and the diamonds 
are small—about the sizes used industrially 
in grinding and polishing operations .. . 

“Before showing you pictures of the 
G. E. diamonds, I had better tell you how 
we made sure that they really are dia- 
monds. In the light of the controversial 
history of diamond making, you may be 
sure that our research director, Dr. C. G. 
Suits, absolutely certain of the 
validity of our claim before any informa- 
tion was released to the public. I can do 
no better than to quote one of our scien- 
tific team, Dr. H. M. Strong: 

“ ‘For these crystals to be unmistakably 
identified as diamond, we had to show two 
things: (1) that they have a crystal struc- 
ture identical with diamond, and (2) that, 
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like natural diamond, they are composed 
of carbon. To prove they are man-made 
the tests were repeated by others who ‘wine 
previously unfamiliar with this work ,_ » 

Following Dr. Martin’s address, tioden: 
ator Kofmehl introduced the next speaker 
N. J. Leigh, chairman of the board, Ein. 
son-Freeman Co., Inc. The topic of his 
address was “10 Sizzling Sales Ideas,” 

Mr. Leigh stressed the importance and 
role of point-of-sale promotion in the re. 
tail jewelry field. He illustrated his points 
by showing the audience various point-of. 
sale display units his firm had created for 
manufacturers distributing 
through jewelry stores. 

He urged all retail jewelers to work 
closely with suppliers, advising them of 
their display needs. In fact, it is the re. 
tailer’s job to get manufacturers to create 
better displays, he added. 


their lines 


Chayken Describes "Cherub" 


A highlight of this business session was 
the speech of Irving N. Chayken, Arm. 
strong Jewelers, Hammond, Ind., and chair. 
man of the board, Jewelry Industry Coun. 
cil. Mr. Chayken explained to an eager 
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Irving Chayken, chairman of the board, 
JIC, explained the purpose of ‘Operation 
Cherub." 


audience the aim and purpose of “Opera- 
tion Cherub.” (For further details on this 
industry-wide promotion turn to page 78. 

He noted the healthy condition of our 
country’s economy. But he warned that 
big and small industries alike are making 
inroads in the Christmas gift market. 

Mr. Chayken observed, “What used to 
be your market has become so big and 
tempting as to attract other industries that, 
until fairly recently, haven’t been inter- 
ested in the gift market at all . .. The 
jewelry industry is falling behind competi- 
tive industries’ coordinated Christmas cam- 
paigns.” 

The jeweler can beat this competition, 
Mr. Chayken remarked, with “Operation 
Cherub,” which is offered to jewelers by 
the Jewelry Industry Council, American 
National Retail Jewelers Association and 
the National Jewelers Association. 

This industry-wide promotion program 
offers: (1) National advertising at the big 
league level. (2) Nationwide publicity to 
implant in people’s minds gift-buying 
ideas, the gifts to be bought in jewelry 
stores. (3) The cherub as the program’s 
coordinating symbol. (4) Special set in 
type sections for newspapers. (5) A mer- 
chandising kit that is at once an instruc- 

(Continued on page 188) 
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his Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print’ at the time 
and orders are received. We can supply titles from leading publishers. All prices 
re- quoted are net. No accounts opened for book purchases. Books sent post-paid 
nts anywhere in the United States. 
-of- 
fo 
ne For the Gem Expert, Connoisseur and Student of Gemology 
he GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 POPULAR GEMOLOGY $5.50 
of Drs. Kraus & Slawson H. P. Whitlock R. M. Pearl 
STORY OF DIAMONDS : $1.85 
. A KEY TO PRECIOUS STONES 3.5 : : GEM IDENTIFICATION CARDS $7.50 
: > “ Py en eyptaetnhorin $1.25 pcan 
GETTING ACQUAINTED WITH MINERALS $5.00 Robert M. Shipley , —s —— 6.50 
George L. English HANDBOOK OF GEM IDENTIFICATION $5.00 vena . on a 
ai REVISED LAPIDARY HANBBOOK $3.00 gy a ao une MINERALS $4.15 
J. H. Howard ‘ Edward Wigglesworth 
sage B. W. Anderson, B.Sc., F.G.A. ward Wiggles 
ir- A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMSTONES $8.50 DIAMOND TECHNOLOGY $10.00 
in- Sydney H. Ball G. F. Herbert Smith Paul Grodzinski 
er 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY ENGRAVER’S MANUAL $3.50 ART MONOGRAMS AND LETTERING 3,033 RETAILING IDEAS $3.95 
John J. Bowman and Allan Hardy _ M. Bergling Emanuel Lyons 
(Special 18th Edition—Paper Cover) $2.50 
JEWELRY MAKING AS AN ART EXPRESSION $6.50 19th Edition—104 Pages—Hard Cover 36.00 we og $3.50 
D. Kenneth Winebrenner outs Weer 
METALCRAFT AND JEWELRY $3.95 JEWELRY, GEM CUTTING & METALCRAFT $4.50 
— — APPLIED DESIGN $25.00 Emil F. Kronquist W. T. Baxter 
. A. Sako 
PRINCIPLES OF ELECTRO PLATING AND JEWELRY MAKING—FOR SCHOOLS, 
JEWELRY AND ENAMELING $4.75 ELECTRO FORMING $7.00 TRADESMEN, CRAFTSMEN 
G. Pack Blum & Hogaboom Murray Bovim Cloth Bound $3.75 
Paper Bound $2.75 
REFINING PRECIOUS METAL WASTES $7.50 THE JEWELERS” DICTIONARY $6.50 4 HISTORY OF JEWELRY, 1100-1870 $17.50 
. C. M. Hoke (New Second Edition) Joan Evans 
‘ For the Skilled Watch and Clock Maker, the Apprentice and Student 
‘ RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 THE SCIENCE OF CLOCKS AND WATCHES $5.00 BENCH PRACTICES FOR WATCH REPAIRERS $4.95 
. W. J. Kleinlein (2nd Edition) Henry 8. Fried 
. PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 A. L. Rawlings, Ph.D. PRACTICAL COURSE IN HOROLOGY $3.25 
° Louis and Samuel Levin meg — $4.50 Harold C. Kelly 
SWISS WATCH REPAIRER’S MANUA } . Eric Haswell, F.B.H.1. INTRODUCTORY COURSE 
: H. Jendritzki _— —_ THE MODERN CLOCK $4.95 ON CHRONOGRAPHS $2.50 
' SCIENTIFIC TIMING $4.50 Ward L. Goodrich KNOW THE ESCAPEMENT (New Edition) $5.00 
, Charles Purdom o PRACTICAL NOTES FOR THE WATCHMAKER $3.50 Barkus ee neta 32.58 
; KEYSTONE WATCH REPAIR RECORD BOOK $2.75 ee wee oy oe 
; WATCH ESCAPEMENTS $3.50 PRACTICAL WATCH REPAIRING $5.00 | THE WATCH REPAIRER’S MANUAL $6.00 
Dr. James C. Pellaton Donald De Carle Henry B. Fried 
On Silver for the Jeweler, Collector and Antiquarian 
y , 
, — a ERSMITHS AND THEIR THE Fmt re OF AMERICAN SILVER $6.00 THE STERLING FLATWARE PATTERN INDEX 
Pn eld ae ; OLD SILVER, ENGLISH, AMERICAN AND Without Binder $15.00 
Stephen G. C. Ensko and Edward Wenham S. B. Wyler With Leather Binder $20.00 
| ' 
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tion book and a source of promotion ideas 
and materials. 


“Advertising Creates Traffic" 


The final speaker at the Tuesday session 
was Merwin Dechter, retail advertising 
specialist, Associated Retailers of Indiana. 
Mr. Dechter, an instructor at Indiana U. 
and an advertising adviser to numerous re- 
tailers in the mid-west, stated that adver- 
tising does not sell—it only creates traffic. 
True, he said, this excludes advertising 
using coupons for customers to fill in their 
orders for specific merchandise. However, 
advertising should and must bring people 
into the store. 


aa 





Merwin Dechter, retail advertising specialist, 
discussed some "do's" and "don'ts" of ad- 
vertising. 


A jeweler’s ad, Mr. Dechter remarked, 
should tell the customer what his adver- 
tised product is going to do for him or 
her. For example. don’t merely illustrate 
a diamond piece of jewelry—tell the 
woman how it will make her beautiful. 

The identification, or signature, of a 
store is of primary importance. The signa- 
ture should be a permanent one, to give 
it recognition value. It should be used in 
all forms of advertising—newspaper and 
direct mail literature. In fact, when a 
jeweler orders direct mail literature from 
a manufacturer he should send to him his 
signature cut or a proof of it for imprint- 
ing purposes. . 

Mr. Dechter went on to say that the 
signature should generally be placed near 
the headline of the ad. 

In concluding, he made the following 
points: (1) Advertise the right merchan- 
dise at the right time. (2) retract adver- 
tising when business is bad; increase when 
it is good. (3) Approximately 40 per cent 
of the advertising budget of a jeweler 
should be used during the Christmas sell- 
ing season. (4) All advertising should be 
designed to bring people into the store. 


Credit Insurance Plan 


At the third general session, August 17, 
Lester Thomas, of Findlay, Ohio, pre- 
sided. The moderator was James M. Rud- 
der, of C. S. Bennett Inc., Atlanta, Ga., 
a vice-president of the association. The 
first speaker was Sidney Ordower, a pub- 
lic relations man, who talked on “ANRJA’s 
Credit Insurance Plan.” 

Mr. Ordower said increased profits for 
the jeweler depended on the jeweler’s abil- 
ity to remove the fears that prevented 
customers from buying. He suggested sev- 
eral fears—death, injury, fire and even 
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hurricane among them—and said that the 
association’s new credit insurance plan 
would go a long way towards solving the 
problem. 

As outlined by Mr. Ordower, the new 
plan would have four phases: life insur- 
ance (insurance company pays balance of 
acccunt when customer, up to age of 66, 
dies) ; disability insurance (insurance com- 
pany pays account for each day of dis- 
ability after a 30-day waiting period) ; 
merchandise floater (covers jeweler against 
loss or damage to his merchandise due to 
fire, wind, burglary, or vandalism) ; and 
accounts receivable insurance, given to the 
retailer at no extra cost. Cost of the new 
plan will be one-and-a-half per cent per 
year of the amount of credit insured. 

Ordower told the assembled jewelers 
thai the plan was able to provide the four 
covcrages economically because of the 
amount of business that was expected to 
develop. He said that in addition, each 
participating retailer would receive annu- 
ally a premium return based on_ the 
amcunt of credit insurance carried by that 
store. He said that the amount to be re- 
turned was estimated to be between 20 
and 40 per cent. Cost of the plan, Ordower 
said, should be passed on to the customer. 


Manufacturer Boosts Fair Trade 


Second speaker of the afternoon was 
Donald W. Leach, vice-president and di- 
rector of R. Wallace and Sons Manufac- 
turing Co., Wallingford, Conn., who talked 
on the subject: “What Can the Manufac- 





Donald W. Leach, vice-president and di- 

rector of R. Wallace and Sons Manufactur- 

ing Co., told delegates manufacturers 

would support traditional jeweler because 
of "selfish interest.” 


He said that various types of outlets 
endure in our economic structure only if 
they satisfy the needs of a big enough 
segment of the buying public. He said 
that he believed the traditional jeweler 
would survive the inroads of the discounter, 
because, by and large, he realized the need 
for an aggressive and up-to-date approach 
to his competitive problems and_be- 
cause he would receive support from the 
manufacturer. 

Leach said that traditional jewelers 
would get this support from manufacturers 
because it was in the selfish interest of 
the manufacturer to give it to strengthen 
and protect the retailer. Therefore, he 
said, it is to the manufacturer’s “selfish 


’ 





interest to insure the existence and per- 
petuation of Fair Trade in the broad sense 
of the word.” 

Mr. Leach suggested three steps that 
manufacturers should take in order to 
make their lines more attractive to the 
traditional retailer. He said that the manu. 
turer should provide price protection from 
the discount house and should control his 
distribution by selecting customers “who 
do not re-ship merchandise to unfranchised 
dealers either as a business practice or a 
friendly accommodation.” 

The second point raised by Leach con. 
cerned mark-ups. He said that if the deal. 
er’s mark-up no longer covered a service 
useiul to the buying public, the discount 
house was bound to profit by it. He said 
thai he advocated the study of prices to 
determine whether they are realistic and 
that if a sufficient number of consumers 
are unwilling to pay the prices asked, yol- 
ume will not be ample to provide needed 
doliar profit even if unit profit on a per- 
centage basis is relatively large. 

The third step advocated by the speaker 
was a stepped-up advertising and mer- 
chandising campaign. He said that in cer- 
tain fields there existed “a smugness, a 
reluctance on the part of both manufac- 
turer and retailer to throw off the mantle 
of conservatism.” 


Legal Action Favored 


The final speaker of the afternoon was 
Leon J. Engel of the Stieff Co., Baltimore, 
Md., whose topic was “The Retail Jeweler 
and Fair Trade Today.” 

Mr. Engel, whose talk was well received 
by the assembled delegates, urged jewelers 
to bring action against price cutters in 
their various localities. He said that in 
Baitimore at the present time, 12 retailers 
had entered suit against nine discount 
houses and retailing wholesalers. He said 
that hearings on the case would commence 


on September 23. 
‘ 3 
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Leon J. Engel, Baltimore retailer, urged 
jewelers to take strong action against dis- 
count houses in their areas. 


Mr. Engel went on to say that jewelers 
whose showcases were implementing price- 
cutters’ sales could put a stop to it by 

(Turn to page 200) 
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Endman Succeeds Reid 
As President of WMDAA 


Edward L. Endman has succeeded J. 
Speed Reid as president of the Watch 
Material Distributors Association of Amer- 
ica, according to an announcement by 
Stanley G. House, the executive director 
of the association. 

Mr. House reports that Reid resigned, 
for personal reasons, the post to which 
he had been elected two months before 
at the WMDAA convention held in San 
Francisco. 

\ senior partner in the Pacific Jewelers 
Supply Co., of Los Angeles, Endman was 
previously a director and first vice-presi- 


dent of the WMDAA. 


Providence Jewelry Makers 
Go After 'Premium’ Sales 


A group of 75 Greater Providence, 
R. |. jewelry manufacturers, have their 
eye on a larger chunk of the premium 
business that flourishes in this country. 

Organized as the Associated Jewelry 
and Variety Show, they participated in 
mid-August at the Hotel Morrison, Chicago, 
in u marketing event staged for the carnival 
—wholesalers, variety jobbers, tobacco 
wholesalers and premium buyers. 

Behind the new organization is a strong 
conviction that an additional way to sell 
their wares is to concentrate on people 
who never bought it before—-such as the 
soap companies and the breakfast cereal 
companies. 

Rhode Island’s representation was 
among the largest of any state. Nearly 
200 manufacturers of various novelty 
merchandise, from all parts of the coun- 
try participated. Two floors of the hotel 
were utilized for displays. 

Joseph Lavan, president of Superb 
Case Co., Providence, is chairman of the 
Rhode Island show group. He said it 
is the first of a series of showings de- 
signed to meet the demand of whole- 
salers for a summer Middle West opening 
of merchandise lines. 

The Chicago show inaugurates a semi- 
annual series to serve wholesale buyers 
of novelties, drug sundries, tobacco, candy 
and jewelry. . 


‘Gold Filled Story’ Premiered 
At ANRJA Convention Showing 


RKO-Pathe Pictures, Inc., were hosts to 
a large group of jewelers at a reception 
on August 16 at the Waldorf Astoria Hotel, 
New York, when a new film in Koda- 
chrome, “The Gold Filled Story,” produced 
for the Gold Filled Manufacturers Associa- 
tion, was seen for the first time. 

The film, which runs for half an hour, 
illustrates the correct technique for a clerk 
seliing gold filled jewelry, and also relates 
the process of bonding karat gold and 
other phases of manufacturing. 

The picture will be distributed by the 
association and will be available to all end 
product manufacturers, trade associations 
and in some instances, retail stores. 
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An Official Watch of Swiss Federal Railw 


Fiat Uomo in Quitsmatic. Watokes 


V," fol alo Ml aa kolal-1-1am- tale 
Creator of 
Self Winding Watches 


ZODIAC WATCH AGENCY « 521-FIFTH AVENUE 


A Division of Edward Trauner, Inc e Also distributors of the World Famous 


« This fine, self-winding 
watch remembers when 
you forget... tells 
you how many hours 
your watch will run. A 
glance at its.exclusive 
Reserve Power Gauge 
shows instantly how 
much running time has 
been stored up. 


$89.50. Fed. tax incl. 


17 jewels © water 

& shock resistant 
anti-magnetic « 

sweep second hand 
unbreakable mainspring 
& crystal. 
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Obituaries 





I. R. Grimm, 85, owner of the jewelry 
store of the same name at 102 State St., 
Oil City, Pa., died on June 26 after sev- 
eral months illness. He had been an Oil 
City jeweler for 59 years. He is survived 
by his wife, the former Marquerite Fin- 
necy, a son and a daughter, and a sister. 

Arthur Brown, of the Eastern Jewelry 
Co., Boston, died on June 4 after a three- 
months illness. He had traveled the South 
and Southwest for more than 40 years, 
an activity which he continued until he 
was 80 years old. He retired from active 





participation in 
ago. 
Joseph E. Straker, 89, designer and 
executive for the Watson Co., North Attle- 
boro, died at his home in Attleboro on 
July 30. He was one of Attleboro’s last 
English silversmiths. He was born in 
London but brought to the United States 
by his parents. He later returned to En- 
gland to apprentice _ silver- 
smith. He came back to America at the 
age of 14 and became an apprentice at 


the business two years 


become an 








the Gorham Co. In 1895 he and _ his 





retailers F Vale Maat-talebr-Coiieiatate| 
jewelers alike profit from 
the ‘“starring" role Linde* stars 
play in their sales picture! 


LINDE’ STAR 


HONOR ROLL | 


of the Nation’s Foremost 





Manufacturing Jewelers 4 | 
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NEW YORK CITY 


Beckerman & Lerner 
Belenky Bros., Inc. 
J. L. Brandt Co. 





Fidelman-Danziger, Inc. 
J. and H. Flyer, Inc. 
Geverts & Co., Inc. 
Goldstein-Gerson Co. 


Harry Guise 
Kahn and Co. 


Aaron Perkis 


For the best rings 

.. and the loveliest 
settings .. . look to the 
Trimekmmulellhielaieialare) 
jewelers. And for 
the most beautiful 
man-made gems, look to 
Linde* Stars. These manu- : 
facturing jewelers use them ) | 
in their designs . . . retailers 


find they sell on sight. 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
580°: FIFTH AVENUE, NEW YORK 36 
COLUMBUS 5-2656 
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CHICAGO, ILLINOIS 


Ed. Cain & Co., Inc. 
Hirsch and Oppenheimer 


Coronet Jiry. Mfg. Co., Inc. 
Davidson & Sons Jiry. Co., Inc. 


Green & Co., Jewelers, Inc. 


Morris Kaplan and Sons 

Knight Manufacturing Co., Inc. 
Kritzer, Stern and Kritzer, Inc. 
Murray Perkel & Co., Inc. 


Samuel Platzer Co., Inc. 

K. Polishook and Son Corp. 
S. & M. Jewelry Co. 

David Sarkin, Inc. 
William Schneider 

Stern & Stern, Inc. 
Untermeyer, Robbins & Co., Inc. 
J. R. Wood & Sons, Inc. 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
M. A. Reich and Co. 


Milhening Mfg. Co. | 
Stein & Ellbogen Co. 
Wendell and Co. 


INDIANAPOLIS, INDIANA 
Goodman and Company 


MINNEAPOLIS, MINNESOTA 
Ostbye and Anderson 


ST. LOUIS, MISSOURI 
Kinsley & Sons, Inc. 


OHIO | 
Fratianne Mfg. Co. 
The Victor Corp. 


PENNSYLVANIA 
Byard F. Brogan 
Helm and Hahn Co. 


NEW JERSEY 
Acme Ring Mfg. Co., Inc. 
Church & Company 
F. & F. Felger, Inc. 
Jabel Ring Mfg. Co., Inc. 
Jones & Woodland 
Co., Inc. 
Larter and Sons, Inc. 











**‘Linde”’ is a registered 
trademark of Union Car- 
bide & Carbon Corp.—a 
synthetic gem. 





brother. established their own business jp 
North Attleboro. Three years later he 
joined the Watson Co. He is survived by 
two sons and a daughter. 

Rafael B. Lechenger, 66, part owner 
and chairman of the board of L. Lechenger 
Jeweler, Inc., 815 Main St., Houston, Tex., 
died July 23 at his home. He had been 
in poor health for several years. A na. 
tive of Houston, he became president of 
the company, which operates three stores, 
when his father Louis Lechenger died jn 
1928. The company was incorporated four 
years later and moved to its present loca- 
tion. Survivers include his nephew Louis 
Lechenger who succeeded him as president 
of the firm. 

E. C. Binder, president of Binder 
Brothers, Inc., 607 Fifth Ave., New York, 
died on July 8 at Buck Hill Falls, Pa, 
where he was vacationing with his wife, 
He was 75 years old. As a young man he 
spent several years in Europe learning the 
jewelry trade and was later the American 
representative of the Ernst Gideon Bek 
Jewelry Co.. of Pforzheim, Germany. He 
is survived by his wife, two sons, three 
sisters, five brothers and five grandchildren. 

Dr. Oscar P. Haserodt, 79, optome- 
trist and jeweler of Elyria, Ohio, died 
July 12 after an 18-month illness. His 
store, Oscar Haserodt and Associates, 505 
Broad St., has been a jewelry store for 
the past 96 years. He is survived by his 
wife, Edna M. Haserodt, a son, a daughter, 
three grandchildren, two brothers and a 
sister. 

Jacob S. Ober, 83, of 1328 Olive St., 
Coatesville, Pa., died July 17 after an ill- 
ness lasting two-and-a-half years. He had 
been a jeweler in that town for the past 
42 years. He is survived by two daughters, 
a sister, three grandchildren and one great 
grandchild. 

Richardson P. Philbrick, 61, a rep- 
resentative of Hahn and Hahn, ring manu- 
facturers in Pittsburgh, Pa., died suddenly 
on August 12 while calling on a jeweler 
in Sanford, Maine. For 27 years he had 
also been the New England and New York 
State representative for the A. and Z. 
Chain Co., Providence, R. I. 


Leonard Rosenthal Dies; 
Noted Authority on Pearls 


Leonard Rosenthal, 83, president of 
Leonard Rosenthal, Inc., 610 Fifth Ave., 
New York, died at his summer home at 
Beverly Hills, Cal., on July 16. He was 
born at Grozno, in Russia, but settled in 
Paris as a young man. His first jobs there 
were with jewelers and he became inter- 
ested in‘ pearls. 

Later he organized the firm, Fonciere, 
on the Champs-Elysees, became its presi- 
dent and in a few years earned for it an 
international reputation. By 1914 his for- 
tune was estimated at $100,000,000. 

He came to the United States in 1941 
and became a citizen in 1947. In fleeing 
France in 1940, he abandoned a business 
that was valued. along with his real estate 
holdings. at $5.000,000. 

Mr. Rosenthal was the author of a book 
entitled, “The Pearl Hunter.” At the time 
of his death. he was completing another 


book, “All About Pearls.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 





mm Se “SG ss 


~ 








Byron L. Shinn is Dead; 
Trade Practices Expert 


Byron L. Shinn, 66, senior partner in 
the ‘New York law firm of Lipper, Shinn 
and Keeley, and an expert on trade prac- 
tices in the jewelry industry, died July 20 
at his home in Forest Hills, N. Y., after 
a long illness. 


BYRON L. 
SHINN 


A native of Kansas, he joined the Fed- 
eral Trade Commission in Washington in 
1916 and later headed the Commission’s 
New York office. He returned to private 
practice and helped found Lipper, Shinn 
and Keeley in 1937. 

Mr. Shinn served as counsel for the 
Jewelers Vigilance Committee, the Silver- 
smiths Guild and the Educational Jewelry 
Manufacturers’ Association. He was a 
member of the Twenty-Four Karat Club 
of New York. He is survived by his wife, 
Mrs. Anita Cozad Shinn. 


Walter Greenebaum, 54, Dies; 
Executive of S. and N. Katz 


Walter N. Greenebaum, 54, executive 
vice-president and treasurer of S. and N. 
Katz, Baltimore, Md., jewelers, died at 
his home in that city on August 9 after 
a heart attack. 


WALTER N. 
GREENEBAUM 





Mr. Greenebaum had been confined to 
the Mt. Sinai Hospital. Miami, Fla., for 
the past two months. He had only re- 
turned to Baltimore the day before his 
death. 

Born in Philadelphia. he began his 
career as a buyer in Washington, D. C., 
and later became merchandising manager 
for a York, Pa.. department store. He 
joined S. and N. Katz 12 years ago as a 
merchandiser. He was a member of the 
board of directors of the Maryland-Dela- 
ware-District of Columbia Jewelers Asso- 
Clation. 

He is survived by his widow, Amelia E. 
Greenebaum, a son, daughter and grand- 
son, 
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Walter M. Seifried, 62, 
Cincinnati Refiner, Dies 


Walter M. Seifried, 62, owner of the 
G. W. Seifried Co., refiners of gold, silver 
and platinum in Cincinnati, Ohio, died 
of a heart ailment on July 17 in Jewish 
Hospital in that city. A widely known 
and popular member of the jewelry in- 
dustry in the Queen City, where he was 
born, Mr. Seifried, in 1910, became asso- 
ciated with his father, the late George W. 
Seifried, who had founded the company 
in 1893. Upon his father’s retirement in 
1925, Mr. Seifried operated the firm with 
his brother-in-law. Ray Kirkendall, until 
the latter’s retirement in 1950, when Mr. 
Seifried became sole owner. 

Mr. Seifried was a member of the Cin- 


WHY JUST SELL 


JEWELRY ? 


MAKE EXTRA MONEY 
ENGRAVING EXTRA 
ITEMS ON YOUR 





ADD THE MAGIC TOUCH 


OF PERSONALIZING 


AND YOU ADD TO YOUR 


DAILY PROFITS! 


@ No skill needed. 


Anyone can operate it. 


@ Pays for itself 
out of income. 
Easy payment plan. 


for more details write 





cinnati Wholesale and Manufacturing 
Jewelers Association, and the Cincinnati 
24 Karat Club. His hobby was raising 
pedigreed livestock on his suburban farm. 
Survivors are his widow, son, daughter, 
five grandchildren, mother and four sis- 
ters. 


‘Keepsake’ Gem Expert Visits 
European Diamond Markets 


Roland B. Pond, “Keepsake” diamond 
rings gem expert and secretary to the 
A. H. Pond Co., Inc., recently visited dia- 
mond centers in Amsterdam and Antwerp 
to complete arrangements for Keepsake’s 
fall importing. In both diamond capitals 
he found market sources “very strong in 
finer quality diamonds.” 
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SPORTS EQUIPMENT. Ar- 
range with neighborhood 
sporting stores to personalize 
racquets, golf clubs, fishing 
rods, etc. 











HAROLD ROBBINS 
MANAGER 








INSTITUTIONS. Call on 
banks, hospitals, schools, 
municipal dep’ts, hotels, other 
businesses for desk plates, 
name plates, signs. 











AWARDS. Contact churches, 
clubs, civic groups, schools, 
etc. Offer engraved trophies, 
placques, watches, pens. 























PREMIUMS. Offer local pre- 

RE mium houses and manufac- 
turers low priced engraving 
on premium items. 
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Executive Appointments 





The appointment of Edward W. Rosen- 
berger as assistant to the manager of 
Westinghouse portable appliances was an- 
nounced in Mansfield, Ohio, recently by 
John J. Anderson. manager. 

In his new position, Mr. Rosenberger 
will be responsible for product planning, 
cost reduction and certain aspects of key 
account sales. 

For the past year he has been assistant 
advertising manager for portable appli- 
ances. From 1950 until 1954 he served at 

















See 


the corporation’s Pittsburgh headquarters 
in the better homes department, and as 
assistant to the general advertising man- 
ager. 





New Officers are Elected 

By Essco Manufacturing Co. 
Charles W. Selen was elected presi- 

dent of the Essco Manufacturing Co., 


101 Sabin St., Providence, in early Au- 
gust. Previously he had been a_ vice- 
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JEAN SYBBY,/, 


BEAUTY—FOR ALL OF TIME 


For over 126 years, the fine watches thet bear 
the name, Jean Sybe, have been famous 


for matchless precision... 


watches soon, when the Jean Sybe 


salesman comes to visit. 


‘iit = Sole distributors for U. S. and Canada 


be CHESTERFIELD 


33 W. 46th St, N. Y. 36, N.Y. 
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magnificent 
beauty. You’ll be seeing these fine 
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president and for the past seven years 


has been sales manager. He will con- 
tinue to serve as senior administrator 
and sales adviser. 

Victor R. Balkus, who has been plant 
superintendent for the past ten years, 
was elected vice-president in charge of 
manufacturing. Virginia M. Selen was 
chosen secretary and treasurer. 





Munson Elected President 
Of International Silver; 
Stevens Named Sales V.P. 


Craig D. Munson was elected president 
of the International Silver Co. on July 27. 
He succeeded the late Maltby Stevens who 
died on June 29. 





JOHN 8B. STEVENS 


Appointed 
Sales V.P. 


CRAIG D. MUNSON 
Elected 
President 


Prior to his recent appointment, Mr. 
Munson was vice-president in charge of 
sales. He has been succeeded in that post 
by John B. Stevens, general sales man- 
ager of wholesale lines, who has been 


‘elected vice-president, director and a mem- 


ber of the executive committee. 

Mr. Munson joined the company as a 
salesman in 1920 and was made advertis- 
ing manager of the sterling division in 
1924. In 1928 he was appointed manager 
of that division and a company director. 
In 1935 he was named vice-president in 
charge of sales. 

He is a director of the International 
Silver Co. of Canada and the Jewelry In- 
dustry Council, a past president of the 
Sterling Silversmiths Guild of America 
and is currently a vice-president of the 
Twenty-Four Karat Club of New York. 

Mr. Stevens joined the company in 1939 
as manager of the sales statistical depart- 
ment, held several managerial positions, 
and became general manager of the whole- 
sale lines in 1954. He is a director of the 
International Silver Co. of Canada. 





Watson Company Directors 
Elect Danzell President 


At a meeting of the board of directors 
of the Watson Co., Attleboro, Mass., Emery 
B. Danzell was elected president. Other 
officers named were Donald W. Leach, vice- 
president; Malcom L. Wallace, secretary; 
and Clifford F. Thompson, treasurer. 

At a meeting of the stockholders, held 
immediately preceding the directors’ meet- 
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ing, Grover C. Richards was named chair- 
man of the board of directors. Appointed 
as directors were Mr. Danzell, Mr. Leach, 
Mr. Thompson, Mr. Wallace, Warren L. 
Mottram and H. Stuart Stone, Jr. 


EMERY B. DANZELL 


Elected 
President 





Mr. Danzell announced that the Watson 
Co. will be operated as a division of R. 
Wallace and Sons Manufacturing Co., and 
that the sales division will be headquar- 
tered in Wallingford, Conn. Mr. Danzell 
will continue his responsibilities as vice- 
president in charge of manufacturing of 
R. Wallace and Sons, in Wallingford. 


Reorganization Reported 
By Forstner Chain Corp. 


William Forstner, president of the Forst- 
ner Chain Corp., Irvington, N. J., has an- 
nounced his retirement from active man- 
agement of the corporation and the re- 
organization of the enterprise. 





| X @ é 


JOACHIM SCHWARZ 
Appointed 
Operations V.P. 





RUDOLPH H. BERNAU 
Named 
President 

He said that the operations formerly 
conducted by the Forstner Chain Corp. 
will now be carried out by two separate 
corporations, Forstner, Inc., which will 
manufacture jewelry and related items, 
and the King Manufacturing Corp., which 
will make raw products such as chain and 
other constructions for the jewelry indus- 
try. The latter company will also make 
industrial components for civilian and 
military equipment. 

Mr. Forstner also announced that 
Rudolph H. Bernau, previously general 
sales manager, had been named president 
of the organization, and that Joachim 
Schwarz had been appointed executive 
vice-president in charge of plant opera- 
tions. 

Mr. Bernau said that the newly reorgan- 
ized corporation would continue the poli- 
cies that had been maintained by the 
company for many years and would con- 
tinue to maintain the “highest possible 
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standards of quality and dependability.” 

Recently Mr. Bernau reshaped Forst- 
ner’s distribution policy concentrating the 
line in the hands of a small group of 
leading wholesalers throughout the coun- 
try. 

Forstner will continue to maintain its 
manufacturing headquarters at the Irving- 
ton, N. J.. plant with showrooms and 
offices in New York, Chicago and Los 
Angeles. 





The William Fink retail store, which 
has operated at 1425 Main St., Cincin- 
nati, since 1881, recently was purchased 
by William Wahle. who had been with 
the store since 1926. He has completely 
remodeled and modernized the store, and 
expanded the stock. 





Stanley Simon, a vice-president of the 
Bulova Watch Co., and a trustee of the 
Bulova Foundation, was elected a director 
of the company at a meeting of the stock- 
holders held on July 26. 


Bulova V.P. 
Named oa 
Director 

STANLEY SIMON 















‘ America’s smartest stores feature... 
Cultured Pearl Promotions 
by LEVKOV 
















No. 8-T—$35 Twin ring 
with finest quality cultured 
pearl, elegantly set with 2 
round, flawless and per- 
fectly cut diamonds. In 14K 
white gold or 2-tone com- 
bination. 


NATIONALLY ADVERTISED ON TELEVISION 


Look to LEVKOV for promotions that pay off in profits and 
sales! LEVKOV’S “6 POINT PLAN FOR PLUS PROFITS” is 


ready to go to work for you right now. 


FOR FAST ACTION... MAIL THIS COUPON’ TODAY! 


Z. 1. LEVKOV, 565 Fifth Ave., N. Y. 17, N. Y. 


Gentlemen: 


| am interested in getting full details and illustrated folder on your 


“6 Point Plan For Plus Profits.” 
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No. FC — $65 Finest quality 
cultured pearl earrings with 2 
round, brilliant diamonds. In 
14K white gold. 


All prices Keystone 





No. 93—$35 Finest quality 
cultured pearl ring, 2 round, 
flawless and perfectly cut dia- 
monds. Handsome mounting 
in 14K white gold or 2-tone 
combination. 







IHustrations enlarged 
for reproduction 




























when we say eon, Boxes 














we mean . STOCK Boxes * 
















° WEBSTER SAYS: STOCK means 
“An accumulated store or re- 
serve supply that may be 
drawn on at will.” This is so 
at MASON and here’s why— 








Mason has over a million boxes in stock. Deliv. 
ery is assured if you buy MASON. 
ee has productive capacity of over 100,000 


boxes each day. 


The name MASON stands for quality and 
RETAILERS ... 


Please contact your material 
supplier. 


service. 


Three different lines of '‘stock’’ costume jewelry 


boxes . . . plus the popular cotton filled utility MANUFACTURERS AND 
WHOLESALERS... 


Please write us direct for 
your custom designed or 
stock jewelry boxes. 


P 
DON’T BE DISAPPOINTED ON DELIV- 
ERIES — ORDER MASON AND BE SURE 


boxes. All in stock for immediate delivery. 









BOX CO. 
521 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


Write for full-color illustrated folder with prices of all stock boxes. 


Also“ Manufacturers of ..eeces WMason WMalmaster 
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Swiss Watchmakers 
Announce Contest Plans 


Plans and prizes for the Seventh An- 
nual Watch Inspection Time Contest, 
sponsored by The Watchmakers of Switzer- 
land, were released at the two national 
jewelry conventions in Chicago and New 
York during July and August. This year’s 
contest, tying-in with the promotion of 
Watch Inspection Time to the consumer 
from September 8-17, is based upon the 
following theme: 

“Many jewelry stores are establishing 
effective jeweler-watchmaker, — sales-and- 
service teams to realize greater store 
profits and customer traffic. What are you 
doing in your store to set up this team?” 

Watchmakers and jewelers are invited 
to submit statements of 150 words or less 
in answer to the question. Watchmaker 
entries will be placed in competition with 
those of other watchmakers. Jeweler en- 
tries will be grouped together in compe- 
tition for the jeweler awards. 

First prizes (one for the watchmaker 
group, one for the jeweler group) are 
two Alpa-Alnea 35 mm. Swiss Cameras 
with an approximate retail value of $460 
each. 

Second prizes (four for watchmakers, 
four for jewelers) consist of Seitz Jewel- 
ing Sets or Hermes Ambassador Ver- 
sion #3 Office Typewriters, each with 
an approximate retail value of $175. Sec- 
ond prize winners may choose between 
the jeweling sets or the typewriters. 

Third prizes (twenty for watchmakers, 
twenty for jewelers) are Swiss Music-Box 
Key Rings. 

A jury consisting of leading members 
of the jewelry and horological industry, 
as in the past, will judge the entries. 

Entries must be postmarked not later 
than midnight, Saturday, September 24, 
and received by October 2, 1955. Other 
important details include submitting en- 
tries on store letterheads or the official 
entry form offered at the national con- 
ventions, with the entrant’s store letter- 
head attached and mailing to The Watch- 
makers of Switzerland Information Center, 
Contest Department, Suite 1105, 730 Fifth 
Avenue, New York 19, N. Y. 
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>» The tittle of “Registered Jeweler” has 
been awarded to S. Earl Walker, vice- 
president of Bramley and Co., Inc., 199 
Main St., White Plains, by the American 
Gem Society. He has successfully com- 
pleted a course, given by the society, that 
deals with the study of gemology and the 
science of identifying and evaluating dia- 
monds and other gem stones. Mr. Walker 
has been in the jewelry business for 36 
years. He joined Bramley and Co. in 
1939 and bought the interest of S. W. 
Bramley, the founder, in 1951. 


>» After a lapse of six years Fred Warren, 
former production manager of Vacheron 
and Constantin—LeCoultre. has rejoined 
his former partner, Edmund Warren, to 
resume the manufacturer of specialized 
jewelery including watch bracelets. Show- 
rooms and factory are located at 7 West 
45th St., New York. Both Fred and 
Edmund Warren have had many 
of jewelry manufacturing experience in 
the United States, Vienna, Pforzheim and 
Paris. The original firm of Warren and 
Warren was founded in New York in 
1939. 


>» Henry Sochard, manufacturers of travel 
clocks, has announced that their factory 
and showrooms are now located at 65 
Madison Ave., New York. Previously, the 
factory was located in New Jersey 
the showrooms in New York. 


years 


with 


>» Jewelry industry leaders met at the 
Hotel Astor on August 24 to make plans 
for the Andrew Leredu Testimonial Din- 
ner, scheduled to be held in the early 
fall. The occasion will mark Mr. Leredu’s 
20 years of service to the jewelry trade. 
He is president of the International 


\ NEW YORK 





Jewelry Workers Union, Local No. 1. 
Dinner co-chairmen are Isidore Gratz, 
L. Gratz and Sons, Inc., and Henry Peter- 
son, Feature Ring Co., Inc. 





SUC Publishes Watch Crystal 
Cross Reference Booklet 


Standard Unbreakable Watch Crystals, 
Inc., 123 East 144th St., New York, has 
published a 32-page cross reference book- 
let of watch crystals for the convenience 
of the trade. 

The booklet contains more than 2,000 
listings of SUC crystals. They include 
cross references of SUC, B.B., American 
Perfit and G.S. crystal numbers. 





Caplan Reports Prices Higher 
In Overseas Gem Markets 


Allan Caplan, stone merchant of 2 West 
46 St., New York, recently returned from 
an extensive tour of gem centers abroad. 
While he was overseas, he visited London, 
Idar-Oberstein, Paris, Bombay and 
Columbo. 

Mr. Caplan has reported that in all the 
markets that he visited prices are appre- 
ciably higher and that in Bombay prices 
have risen 30 per cent in the last seven 
months. 





Jewelry Made from Aluminum 


Patricia Smith and Willa Percival, of 
Geomet. Inc., 230 West 27th St., New 
York, have designed a line of costume 
jewelry made from readily available alu- 
minum materials. These include rivets, 
wing nuts, spacers, washers, bolt and ma- 
chine screw nuts and pipe filters. 


NECKLACES and EARRINGS 
at attractive prices 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 





aturing Genui 


BLACK STAR SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 
WALTER S. ARNSTEIN 


i W. 47th St., New York 36 N. Y. 
FINE SYNTHETIC CALIBRE 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other 
Unmounted Stones 











RONSON SERVICE ORGANIZATION MEETS IN NEWARK 
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Managers of Ronson service departments, located in principal cities throughout the country, 


convened recently at the Newark, N. J., factory for a conference. 
R. Rosengarten, assistant service director; 


in the front row are (lI-r): 


Shown in the picture 
H. M. Stein, general 


sales manager; Harold Block, service director; and R. L. Cantor, training director. Ronson's 

service subsidiaries are equipped to provide complete facilities for the servicing of lighters 

and electric shavers enabling the trade and consumers to get factory-standard service 
without having to return the product to the plant. 
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ENCRUSTERS 


Stone Seal Engrovers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 

















DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 
MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
Plaza 7-2546 











Manutacturer to Retalier 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Jewels 


18-20 W. 3ist St., New York 1, N. Y. 
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ORIENTA 


CULTURED 
PEARLS 














LEYS, CHRISTIE & CO., INC. 


65 Nossau St., New York 

















in 14K Gold 


A NAME TO REMEMBER 
FOR QUALITY, STYLE, 
PRICE. 

SOLD THRU LEADING WHOLESALERS 


FACET JEWELRY CO. 
3 Coenties Slip & New York, N. Y. 
Wh. 4-2629 













FAST « ga i 







Refinishing if you scratch or mar 
Dial when fitting to movement! 
1 YEAR WRITTEN GUARANTEE 
ON ALL OUR WORK 


WATCH DIAL CO. 


64 Nassau Street 
No ¥238. N.Y. 








TOOLS-MATERIALS 


Savings as never before on the complete tine 


















Request FREE price list. 
MODERN TECHNICAL SUPPLY CO. 
Dept. 9JCK, 55 West 42nd Strect, New York 36, N. Y. 
direct W.GOTTSMANN 
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KEEPSAKE SALES HEADS SEE FALL AD PLANS 
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Territory managers of A. H. Pond and 
Co., Inc., makers of Keepsake diamond 
rings, met recently to preview the com- 
pany’s fall advertising plans. 

Highlights of the meeting included the 
presentation of Keepsake’s national maga- 
zine advertising schedule and the an- 
nouncement of the new Keepsake TV com- 
mercial series on Steve Allen’s program, 
“Tonight.” 





Shown in the picture are territory man- 
agers representing the 48 states, Hawaii, 
Alaska and the West Indies. Seated (1-r) 
in the front row are (seventh from left) 
Roland B. Pond, vice-president; Robert A. 
Pond, president; Bob Beadel, vice-presi- 
dent in charge of sales; and Al Doolittle, 
ad\ertising manager. 

Steve Allen (extreme right, front row) 
is represented by a life-size cutout. 





Proposed Tariff Action 
On Upjeweling of Watches 
Postponed for Six Months 


The Treasury Department, while open 
to suggestions for changes in its proposed 
legislation to restrict upjeweling of watch 
movements imported into this country, 
still intends to press for the legislation 
next year. 

The measure passed the House Ways 
and Means committee in the closing days 
of the last congressional session, but got 
no further. The committee is expected to 
hoid additional hearings on the proposal 
next year in an attempt to remove some 
of the objections to the “hurry-up” bill it 
approved this year. 

Strong differences of opinion, even 
among government officials, were touched 
off by the proposal. 

Customs Bureau spokesmen said_ the 
measure (H.R. 7466) is needed to plug a 
“loophole” in the tariff laws which permits 
new-type foreign watch movements to be 
brought into this country containing 17 
jewels, at a duty of $3.75 each, and sub- 
sequently be converted to 21 jewels, thus 
avoiding a duty of $10.75 each. Recent 
developments in watch manufacturing pre- 
vent customs officials from ruling that 
these types of movements contain “substi- 
tutes” for jewels. which would make them 
subject to the higher tariff, 

As proposed, the legislation would per- 
mit the government to put watches capable 
of being upjeweled under bond, and if 
the operation were performed within three 
years, collect the higher duty. 

Domestic watch producers, arguing for 
the measure. complain that legislation is 
the only way they can keep the small part 
of the watch market they now have—the 
market for timepieces with more than 17 
jewels. The bill, they say, would simply 
retain the status quo in effect before re- 
cent manutacturing developments permit- 
ted upjeweling without penalty. 





Importers of watch movements argue 
just as violently that the legislation vio- 
lates various international treaties and is 
a violation of the theory that duties are 
levied on the condition of goods at the 
time of importation. 

Treasury Department officials replied 
that there is plenty of precedent for as- 
sessing duty on remanufacture of imported 
goods, and the State Department, while 
admitting that it might present some 
“problems” to Swiss agreements and 
cause some more negotiations, supported 
the bill to prevent “circumvention” of the 
intent of the tariff laws. 

But the U. S. Tariff Commission, asked 
for its opinion of the proposed legislation, 
says it is “indirect and confusing” and its 
passage as originally drafted would create 
an “absurdity.” It would impose a tax on 
domestic processing, not on imports, the 
Commission says. 

After the charges and countercharges by 
various experts—made during hearings be- 
fore the Ways and Means Committee— 
the Treasury said it is open to suggestions, 
but it does want a bill next year. Mean- 
while, the upjeweling complained of, can 
be taken advantage of for at least six 
months, or until Congress gets back to 
work next year and thrashes out the 
problem. 


New Haven Clock & Watch Co. 
Re-Enters Consumer Field 


The New Haven Clock and Watch Co., 
New Haven, Conn., is returning to the 
production of consumer goods after a 
lapse of almost 15 years, according to .an 
announcement by Seymour Ziff, president. 
A new line of clocks will be put on the 
market this fall. 

The ‘company, founded in 1817, was 
engaged in defense work during World 
War II and after the war became the na- 
tion’s largest producer of automobile 
clocks. 

In making the announcement, Ziff said 
that the company was “determined to put 
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New Haven back on top of the industry.” 
He said that both electric and spring 
wound movements would be manufactured. 

Heading the new consumer division will 
be Harold Grey, former president of the 
Gothic Jarproof Watch Co. and a veteran 
of 30 years in the industry. A nationwide 
sales force has been recruited to sell the 
new line. 


Rudder Named Chairman, 
Burnstine Vice-Chairman 
Of Industry Tax Group 


The Jewelry Industry Tax Committee 
has announced the election of James N. 
Rudder, of Atlanta, Ga., as chairman. At 
the same time the committee made public 
the appointment of Bernard N. Burnstine, 
of Washington, D. C., as executive vice- 
chairman. 

Other officers elected were G. H. Nie- 
meyer, vice-chairman; W. Waters Schwab, 
vice-chairman; James B. Dickey, trea- 
surer; Benjamin G. Rudolph, secretary 
and Olga L. Rasmussen, assistant secre- 
tary. 

Directors of the organization are John 
H. Ballard, Mr. Dickey, Fred B. Dreifus, 
Seymour Greenberg, Oskar Kind, Jr., Mr. 
Niemeyer, Victor Paul, Mr. Rudder, Mr. 
Rudolph, Arnold <A. Schiffman, Mr. 
Schwab and Raymond Wells. 

Mr. Rudder is a vice-president of the 
ANRJA and a member of the board of 
the Jewelry Industry Council. He has also 
served as president of the Atlanta Jewel- 
ers Guild and as president of the Georgia 
Jewelers Association. He is a vice-presi- 
dent of Claude S. Bennett, Inc., Atlanta 
jewelry firm. 

Mr. Burnstine was president of Burn- 
stine’s, Inc., Washington jewelry store, 
until it closed in April of this year. He is 
a former president and one of the founders 
of the Greater Washington Retail Jewelers 
Association. 





He is also a former president of the 
Maryland, Delaware and District of Colum- 
bia Jewelers Association and a former di- 
rector of the NJA. He has served on vari- 
ous committees of the ANRJA and the 
NJA. 


Walter a Acquires 
Control of Tiffany & Co. 


Walter Hoving has acquired the con- 
trolling interest in Tiffany & Co., world- 
famous jewelry store located at the corner 
of Fifth Ave. and 57th St., New York, 
according to an announcement by Louis 
de B. Moore, president of the 118-year-old 
firm. 

Announcement that the Hoving Corp., 
which also has control of the Bonwit 
Teiler women’s specialty stores in New 
York, Chicago, Boston, Cleveland and 
other cities, had acquired a majority of 
the shares of stock, ended many weeks of 
trade speculation as to future of the store 
which is a New York landmark and an 
international synonym for quality. 

The announcement stated that there are 
a total of 132,451 Tiffany and Co. shares 
outstanding, and that the Hoving Corp. 
will have more than 68,000 shares in its 
name. The stock was acquired at prices 
which average 5614 per share. 

Mr. Moore said: “The decisions of the 
individual stockholders who sold to the 
Hoving Corp. were based in substantial 
part upon confidence in the management 
of the corporation. Mr. Hoving has assured 
us there will be no changes in the man- 
agement of Tiffany’s & Co. which includes 
the fourth generation of Moore’s and the 
fifth of Tiffany’s.” 

The announcement said that the com- 
pany’s 617 employees, more than 250 of 
whom have been with the firm for 25 years 
or more, would retain their jobs. The 
company maintains a factory in Newark, 
N. J., where the majority of its silverware, 
goldware and stationery is made. The more 
important jewelry, however, is made and 
designed in the New York store. 





CROTON WATCH HOLDS ANNUAL DINNER MEETING 





The Croton Watch Co. held their an- 
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INVESTMENTS 


For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 





SURGICAL BLADES 

AND HANDLES 
Blades and han- 
dles for heavy 
and fine cut- 
ting of rubber 
molds. 








STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 
sizes. 





WAXES 
Waxes to meet 











all your pattern A 
requirements. 
CRUCIBLES 
Gold, Silver and 
Platinumcasting 
crucibles for all 
standard jewelry 


casting units. 
Crucibles also 
available for 
melting. 





plete details — 


supplement. 











Write for CATALOG #52 
and new casting supply 


We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 








During the meeting, which lasted two days, 
Harold I. Horton, vice-president, reviewed | 
the company’s promotional activities. 


nual sales meeting and dinner at the Wal- 
dorf Astoria Hotel in New York recently., 
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ULTURED PEARLS 


For a complete range of loose cultured 
pearls in every size and quality, 
choose TOGA pearls . . 


one resource for dozens of fine jewel- 


. the number 


ers and manufacturers everywhere. 
In addition to loose cultured pearls, 
Maurice Goldman & Sons supply a 
complete line of necklaces, chokers, 


earrings, bracelets and stickpins, all 
attractively boxed. 





‘MAURICE GOLDMAN & SONS 


/10 W. 47th St. © New York, N. Y.: 


Write for Complete Catalogue 

















GOLD 


and 


SILVER 
PLATING 


(Before) Silverware Repaired 

Equal to NEW (After) 
Removing of Engravings 
Wm. Hertel & Co., Inc. 
Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 





“37 years at the same 
address”’ 




















DIAMOND 
SETTING 


Twenty years experience on 
gold & platinum settings 


Quality & service is being 
renderec to Several 
leading jewelry 
manufacturing 


ncer 
perenne Ref. on request 


MEL 56 W. 45 St. 
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N.Y. 36, N.Y. 


N. W. AYER SPONSORS neuetieninit DIAMOND DINNER 





Diamond jewelry from five leading New 
York jewelers was displayed to fashion 
editors throughout the United States and 
Canada at a dinner given by N. W. Ayer, 
advertising agency, at the Plaza Hotel in 
New York on July 12. International sing- 
ing star Carl Brisson provided the enter- 
tainment. 

Shown in the picture (l-r) are Lou 
Brown, for Black, Starr and Gorham; 
Betty Baker, for Van Cleef and Arpels; 
Mr. Brisson; Bettie Middendorf, for Harry 
Winston; Dorothy Sefton, for Tiffany; and 
Joanna McCormack, for Cartier. 

The models, gowned by Charles Gelatt, 
were introduced to the diners by escorts 
and sat at the various tables for a few 





minutes so the guests could see the jewelry. 

A diamond necklace was shown as a 
side-swept hair ornament by Van Cleef & 
Arpels. Harry Winston displayed four 
spray clips of pear-shaped and marquise 
diamonds in their model’s brunet chignon 
and a pear-shaped diamond in her ring. 
The two Black, Starr & Gorham bracelets 
featured emerald-cut diamonds and _ba- 
guettes. Highlight of the Cartier ensem- 
ble was a necklace with almond-shaped 
borders of baguettes surrounding marquise 
diamonds fringed with pear-shaped dia- 
monds. A bracelet was outstanding in the 
Tiffany jewelry. Its swirling design had 
baguette diamonds to accentuate rounds 
ranging from three to five carats. 





United Jewelry Show 
to Open in Providence 


The United Jewelry Show, for whole- 
salers, will be held at the Sheraton-Bilt- 
more Hotel, Providence, R. I., from No- 
vember 6 through 17. 

During the marketing period, four floors 
of the hotel will be devoted to the show- 
ing of lines cf spring jewelry by manu- 
facturers and their represeniatives. 

Attendance of wholesalers has been in- 
creasing steadily since the jewelry show- 
ings were inaugurated in Providence four 
years ago. 

Many of them have become regular at- 
tendants, taking in both the May and 
November events. Considerable credit has 
been given the shows for the growth of 
the industry in recent years. 

In preparation for the November show- 
ing, manufacturers have been giving in- 
creasing attention to the creation of new 
and novel jewelry. They have found that 
this is just what the wholesaler and jobber 
are looking for and as a result sales of 
the product have been growing, too. 

Since the marketing periods were 
started, attention has been concentrated 








on providing a showing that would be of 
high calibre. Rules have been established 
both for exhibitors and buyers. 

Space has been a constricting factor. 
The number of lines displayed grew to 
376 in the May showing of fall lines this 
year. The displays used up all the rooms 
on five floors of the hotel, cutting into 
the number of accommodations for visit- 
ing buyers. 

Display space in the November show 
will be limited to four floors, reflecting in 
part an effort to make the show compact. 
and partly the fact that the interest in 
spring lines is not as great as it is in fall 
merchandise. 

The executive committee of the United’ 
Jewelry Show organization has established’ 
an expanded policy, part of which involves. 
the close scrutiny of new firms desiring. 
to show lines, in order to make sure they 
meet qualifying standards, and an even 
tighter control on attendance, to insure- 
against unauthorized persons being ad- 
mitted. 

In order to qualify, exhibitors must meet: 
business experience and financial stand- 
ards, and show an ability to produce and! 
deiiver against prospective orders. 

To guard against unauthorized at- 
tendance of buyers, a card file has beem 
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prepared with the names of those eligible. 
Registrants will be checked against it at 
the reception desk when applying for their 
show credentials. The list is made up 
completely of wholesalers and buyers, and 
excludes retailers. 

Advertising literature for the show em- 
phasizes the strict attendance standards 
that will be in effect, in order to prevent 
unnecessary trips and embarrassment to 
persons who would be ruled ineligible. 

On the executive committee are Olof V. 
Anderson, Anson, Inc.: Angelo Del Sesto, 
Van Dell Corp.; Max Kestenman, Kesten- 
man Bros. Manufacturing Co.; Lou Jaron, 
Alice Jewelry Co.; Rally Migliaccio, Ritz 
Vanities, Inc., and Steve Villari, a manu- 
facturer’s representative. 





Small Business Finance 
Is Topic of New Booklet 


Valuable tips on financing a small busi- 
ness are contained in a new booklet pub- 
lished by the Small Business Adminis- 
tration. 

The booklet, “A Handbook of Small 
Business Finance,” is designed to furnish 
inexperienced managers with basic infor- 
mation and to aid them make use of the 
financial assistance available from various 
private sources. 

The booklet stresses that finance is only 
one of many problems, but is often com- 
plicated by inexperienced handling of in- 
ventories, extending credit, buying goods 
or estimating markets. It is available from 
the Superintendent of Documents, Wash- 
ington 25, D. C. 

Another new SBA booklet, “Small Mar- 
keters Aids,” gives good suggestions on 
controlling and profiting from paperwork. 
Included are tips on setting up recording 
systems, streamlining billing, and when to 
dispose of records. It is available from 
Small Business Administration field offices 
or from the Washington office. 

Some two dozen educational institutions 
are also cooperating with SBA in sponsor- 
ing administrative management courses for 
owners and managers of small firms. A 
leaflet listing the schools and courses is 
available from field offices or the Wash- 
ington office of SBA. 

Another new service of the SBA initi- 
ated recently involves aid to small busi- 
ness in securing financing through issu- 
ance of securities. Field offices of the 
agency, in cooperation with the Securities 
and Exchange Commission, will advise 
small business on current regulations ap- 
plicable to the issuance and sale of se- 
curities, service rendered by the SEC to 
aid compliance with the regulations, and 
similar data. 





Heads Buffalo Committee 


It was erroneously stated in the August 
issue of this magazine that Harry Gamler, 
president of Gamler’s Jewelers, Buffalo, 
N. Y., had been appointed chairman of 
the National Jewish Hospital, Denver, 
Col. He is chairman of the Buffalo com- 
mittee. 
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Government Asks Retailers 
To Tighten Credit Systems 


Government officials, acting to slow the 
torrent of easy credit to consumers, are 
worried not over the total amount of 
money owned, but by terms offered to 
buyers. 

Late last month, the government 
attempting by “moral suasion” to get lend- 
ers—including retailers who operate their 
own instalment credit systems—to tighten 
up themselves. Washington now lacks the 
legal authority to regulate installment buy- 
ing, but it is no secret that the Adminis- 
tration would like to hold such a club over 
order to slow 


was 


the heads of retailers in 
credit expansion. 

Of primary concern now are terms of- 
fered by lenders, too little down and too 
long to repay. Extension of too-painless 
credit does give consumers a chance to 
take on more debts at one time. Fear is 
that such easy terms, especially on new 
autos, do not require the borrower to take 
any appreciable equity in the goods pur- 
chased, and often mean the loan is greater 
than the market value of the commodity 
for several months after purchase. 

Loan delinquencies and _ repossessions 
are now safely at a low level, but the 
worry is that without “self-policing on 
the part of extenders of credit, a slight 
economic recession could snowball into 
chaos as the ground slipped out from 
under overextended consumers. 











Fine Cultured 


PEARLS 





IMPORTERS FOR: 
JEWELERS * MANUFACTURERS 
WHOLESALERS + DEALERS 


William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, N.Y. 


Plaza 3-2032-3 


JAPAN BRANCH: 
25 Ichigochi, I-chome, Shiba Koen, 
Minato-Ku, Tokyo, Japan 
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CLOCKS 











101 5th Ave., New York 3, N. Y. 





#26/0164—Handsome wrought iron wall clock that will enhance any room. 8 day 
movement, 15!/2"" diameter; with 4 jewel lever movement and front wind. Raised 
gilt figures with hands to match. To retail at approx. $26.95. 
Sole U. S. Agents for Junghans 
SEND FOR NEW CATALOG & PRICE LIST 


HENRY COEHLER CO., INC. 





1524 Merchandise Mart, Chicago 11, Illinois 
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BEATTIE 
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Tilted jet 
flame for 
pipes... 
upright for 
cigars, 
cigarettes . . 















NATIONALLY ADVERTISED 
SOLD THROUGH LEADING 
WHOLESALERS 


POINT 
THE FLAME 
FOR PROFITS! 


* the only lighter with the 


flame you can aim * telescopic 
slip cover for easy fueling 


* fully guaranteed 


RETAILING FROM $6.85 to $27.50 


catalogue and advertising aids available 


“Reg. U. S. Pat. Off. Beattie Jet Products Inc. 


BEATTIE gee- PRODUCTS INC. 








19 EAST 48th STREET © NEW YORK CITY 
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Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
« 

Over a quarter century of service 
to the trade 
e 
Watches insured and safeguarded 
in Holmes-protected vaults 
* 


Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 
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PAST-PRESIDENTS HONORED BY ASSOCIATION 





At a gathering of the honored guests of the evening, all living past-presidents of the 
association posed with the incumbent, Oscar Kind, Jr. Later, each received a specially- 
designed medallion honoring their past services to ANRJA. Pictured here are (I-r) Myron 
Everts, Kind, Leo Henebry, Kenneth Van Cott, Maurice Adelsheim and Arnold Schiffman. 





(Continued from page 188) 
throwing out lines sold by manufacturers 
who have signed a Fair Trade contract 
and then sell to a price-cutting competitor 
—sometimes at lower prices. 

The Baltimore retailer continued by say- 
ing that jewelers should “force” manu- 
facturers to decide through which of the 
two channels they wish to distribute their 
products, the legitimate, ethical outlet or 
the “price-cutting parasite.” 

He said that he had practiced what he 


| was preaching and that the three best- 





selling lines of watches carried by the 
Stieff Co. were the ones on which it got 
the best protection. He said that all other 
brands had been eliminated except for 
these three together with the firm’s own 
name brand watches. 

Engel said that if sufficient retailers 
would follow suggestions that he had out- 
lined, manufacturers would be forced to 
decide whether they wished to support the 
discounters or the ethical outlets. In con- 
clusion he admonished the jewelers to 


| remember that “if the legitimate dealer 


does not inventory and advertise a line, it 
is of no value to the discount house.” 


Executive V. P. Reports 


On the final day of the convention, 
Charles M. Isaac delivered the executive 
secretary's report. In discussing fair trade 
and discount houses, he said that the lat- 
ter constituted a difficult problem because 
existing federal statutes lend support to 
the operations of discount houses rather 
than assist those who are trying to prose- 
cute violators of the fair trade laws. 

He said that in March a committee, set 
up by the Attorney General, recommended 
immediate repeal of the federal laws on 
which state fair trade laws are based. 
Isaac said that a plan of action to counter 
this proposal was now being considered 
by the coordinating committee which rep- 
resents both the ANRJA and the NJA. 


Other topics mentioned by Isaac in his 











report were standby price controls, credit 
controls, and the ANRJA credit insurance 
plan. 





A feature of the convention banquet was 
the "Golden Anniversary Salute" to all 


living past-presidents of the ANRJA. 

Shown here is the immediate past-presi- 

dent, Arnold Schiffman, who is being pre- 

sented with his medallion by Oscar Kind, 
Jr., current president. 


Fashion Show is Climax 


This year’s convention was climaxed, at 
the Thursday night banquet, with the 
presentation of a fashion show, entitled 
“Fashions of Yesterday and Today,” by 
the Jewelry Industry Council. 

Produced by council’s fashion director, 
Martha Percilla, the first scene showed 
fashions in the five-and-a-half decades 
since the founding of the ANRJA com- 
plete with costumes, period tunes and 
commentary. 

The second scene was a dance portrayal 
by the apache dancers Christian and 
Lamont, and the third illustrated current 
jewelry styles. The show’s finale was a 
scene called “Birth of a Diamond” show- 
ing the various changes that a diamond 
undergoes between the time it is mined 
until it is worn by a_ beautiful woman. 
Jewels in the final scene were from Car- 
tier’s, Tiffany, Lambert Brothers and Van 
Cleef and Arpels. 
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JVC Holds Meeting; 
Pays Tribute to Shinn; 
Condemns Phony Pricing 


At the mid-year meeting of the board 
of directors of the Jewelers Vigilance 
Committee held at the Waldorf Astoria 
Hotel, August 17, tribute was paid to the 
late Byron L. Shinn, counsel of the or- 
ganization for many years, for his im- 
portant and constructive efforts for the 
benefit of the entire jewelry industry. 
G. H. Niemeyer, chairman, spoke of Mr. 
Shinn’s “sound judgment and _ fairness 
which were reflected in all that he did.” 

Commenting on the “growing practices 
of tagging items considerably above their 
normal price and then offering them at 
a big discount which brings the price 
down to the normal selling price or even 
a higher one,” Mr. Niemeyer mentioned 
a bulletin issued by the Better Business 
3ureau which indicated that other in- 
dustries face the same problem. 

Advertising agencies, through lack of 
knowledge, experience or sometimes delib- 
erate planning, are apt to coin words and 
phrases to suit their purpose regardless 
of possible misleading connotations which 
may tend to deceive the public, he said. 

He pointed out the care that reputable 
dealers must exercise to be sure that the 
publicized and advertised claims for their 
merchandise or their methods of sale do 
not transgress the components of honesty 
and fair competition. “Stretching” may 
lead others, not so scrupulous, to go a 
step further. As an example, Mr. Niemeyer 
cited the “Count the Diamonds” opera- 
tion, illustrating the lengths to which some 
concerns had gone beyond legitimate 
means. Note the recent trial, conviction 
and jail sentence of several promoters 
when the Judge described the operation 
as a “scheme deliberately devised to fleece 
the public,” he said. 

JVC participated in two important 
trade conferences—one on diamonds and 
the other on medium and_ low-priced 
jewelry. With regard to the diamond 
rules, Mr. Niemeyer stated “they provide 
a much-needed weapon to fight prevailing 
violations of fair competition and fraud, 
and it is hoped that the Federal Trade 
Commission will soon promulgate the 
proposed rules.” 

Since the present trade practice rules 
governing waterproof watches are not be- 
ing adhered to, presumably because they 
are unenforceable in their present form, 
the JVC Watch Industry Committee will 
take the matter of recommending chang- 
ing the rules under advisement. 

Walter N. Kahn, Chairman, reported 
for the Protective Bureau and the Dia- 
mond Committee. He mentioned a bill 
to increase tourist exemption which had 
again been introduced in the House but 
which was buried in committee. He also 
stated that the suggested reduction in 
duty on polished diamonds from 10 per 
cent to 5 per cent as recommended by 
the Randall Committee had not been 
adopted. 
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Relative to smuggling, Mr. Kahn _ re- 
peated the request of Chester Emerick, 
Deputy Commissioner of Customs, that 
anyone having reason to suspect that dia- 
monds, watches or other merchandise may 
have been smuggled, should please send 
such information to the JVC Office. 

Aaron Lipper, of Lipper, Shinn & 
Keeley, Counsel, reported that the volume 
of complaints and requests for informa- 
tion relating to the normal marking and 
stamping work of the Committee con- 
tinues as in the past. 

Among other matters, he commented 
particularly on the successful outcome of 
cases dealing with diamond contests and 
advertisements which appeared in local 
newspaper offering “guaranteed and _per- 
fect diamond rings” when the stones were 
not in fact perfect. 

Mr. Lipper pointed out that in the pro- 
posed trade practice rules for the diamond 
industry, a specific rule is provided for 
stating that it is “an unfair trade prac- 
tice, in connection with the sale, offering 
for sale, or distribution of diamonds or 
articles set with diamonds at prices that 
are in any manner represented as reduced 
from or lower than current, former. or 
regular prices, to use, or to furnish or 
supply for such use, price tags, labels, 
or advertising materials that set forth a 
false. fictitious, or exaggerated manufac- 
turer’s or distributor’s suggested retail 
selling price, or that contains what pur- 
port to be bona fide price quotations 
which are in fact higher than the prices 
at which such products are regularly sold 
in bona fide retail transactions.” 

With regard to proceedings pending 
before the Federal Trade Commission 
looking toward the establishment of trade 
practice rules for additional branches of 
the industry, Mr. Lipper stated he hoped 
that the trade practice rules for the dia- 
mond industry and for the medium and 
low-priced jewelry industry will be pro- 
mulgated shortly, as well as those for the 
watch attachment industry. JVC requested 
the Commission to withhold action on 
the trade practice rules for the karat gold 
industry pending disposition of the watch 
attachment and medium and _ low-priced 
jewelry industry rules. 

Other reports were made by Leo. L. 
Kaplan, treasurer, and P. Irving Grin- 
berg, executive vice chairman. 





(From page 185) 

pany, Minneapolis, Minn.: Corey W. 
Chase, Jeweler, Holdrege, Nebr.; John M. 
Friedlander, Friedlander & Sons, Seattle, 
Wash.; Harry R. Gerber, Bramley & Co., 
White Plains, N. Y.: Hugo F. Kofmehl, 
Jeweler, Duncan, Okla.; Lester Thomas, 
Lester Thomas Jewelry, Findlay, Ohio; 
immediate past-president, Arnold A. Schiff- 
man. Schiffman’s, Inc., Greensboro, N. C. 

Charles M. Isaac again was named ex- 
ecutive vice-president of the association. 

Anthony Catauro, who was with Litwin 
& Sons, Inc., manufacturers, for 10 years, 
recently purchased the 45-year-old retail 
store of M. Mayer & Brother at 1214 Main 
St., Cincinnati. 









Proudly Presents 
the NEW 


“RIVIERA” 


TRAVEL CLOCK 








Exclusive slide-open travel case 

Handsomely finished in rich grain 
Arabian Ostrich with gold trim. 

30 hour pull-out alarm. 

Dial: Ivory background with 
polished gold bands; gold dama- 
scene finish dial . . . black numeral 
track with luminous numerals. 

Designed (length 4” closed; height 
2%"; depth 1%”) for space-econ- 
omy, safe packing. 

No. 540 ........ .. Retail $9.95 

Add Federal Excise Tax to Sug- 
gested Retail Price 

RIVIERA PACKS A PROFIT 
WALLOP FOR YOU! 


Here's why Riviera is a really 
“hot” profit item. 


@ It’s a brand new type of travel 
clock, just in time for the Xmas 
market. 

@ It’s a Lux exclusive that consumer 
research has proved your customers 
will go for. 

@ It’s priced to sell at big profits 
for you. 


Talk stock with your distributor 
now, and be profit-ready. 





YOUR TIME. REMINDER LINE - 





Please send full information on your 
new Riviera Travel Clock; and nearest 
distributor. 
NI ics Sis aidsctitcasts seis dehachctaadcadadscecgrtdabasisiancbinadinaaiaaa 
IIIT ccenedsciecasnssiscsectesvsiedtsssovantecunmecdsuasiaientiecetes 


Department 19 
THE LUX CLOCK MANUFACTURING CO., INC. 
WATERBURY 20, CONNECTICUT 
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This is your Jae 


NASH. sisi 


GUARANTEED FOR LIFE! 





A pride to own... a joy to receive... 
the perfect gift! Available in a wide choice 
of styles and colors. . . E. T. Enamel and 
chrome finish. Every NASH lighter is gift 
packaged! 


More lights to the filling, and only NASH 
lighters have exclusive DYNAFLEX* . . . im- 
proved spark- 





no extia cost 
*Dynaflex i 
the registered } 
trademark of | 





Write for 
CATALOG 











COST: ‘ 
$16.20 Doz. Retails at $2.75 


Ask your wholesaler - or write - 


Dept. J 504-506 Deaderick 
NASHVILLE, TENNESSEE 

















$$$ 999999 HHH HHH HH HOH 


iv 
Cyto” 
TREATED 
DIAMONDS 
in beautiful green and 


golden colors of high bril- 


liance. 


Write for folder on 


j "The Story of Cyclotron 
: Treated Diamonds" 


THEODORE MOED 
An Original Distributor 
10 West 47th St. 
New York 36, N. Y. 
JU 2-1994 
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SCREW DRIVERS 
ETC. 


PIN VISES 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 
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Heirloom is Chosen Pattern 
Of Family Living Promotion 


An Heirloom Sterling pattern by Oneida 
Ltd. Silversmiths has been chosen as the 
official table silver for the nation-wide 
Family - Living Promotion sponsored by 
United States Steel. 

“Stanton Hall” pattern was selected by 
a staff of professional decorators for ex- 
hibition starting September 3 in over 200 
factory-built “Personalized Coronado” 
homes. 

The magazine, Living for Young Home- 
makers, will support the promotion edi- 
torially with special color illustrations 
and text. 

A similar promotion last spring sold 
2,000 houses for $24,000,000 with over 


2,000,000 prospects viewing the model 
homes and furnishings. 
The advertising allocation already 


scheduled by United States Steel amounts 
to $350,000 and includes four national 
magazines, three TV programs, and 1,500 
radio stations as well as newspapers, news 
magazines, Sunday supplements, wire ser- 
vices and syndicated columnists. 





Forand Committee to Discuss 
Excise Tax Law Corrections 


Businessmen will get a chance to plump 
for technical and administration correc- 
tions in the excise tax laws—but not for 
reductions—at a series of hearings be- 
ginning October 4 in Washington, D. C. 

A subcommittee of the House Ways 
and Means committee headed by Rep. 
Aime J. Forand, D., R.I., will open what 
it hopes will be two weeks of hearings 
on retail excise tax problems. After 
gathering testimony on that subject, the 
lawmakers will listen to problems in- 
volved in present manufacturers excise 
taxes. 

Representatives of business will be 
permitted to testify either on the broad 
subject of a type of excises, or on spe- 
cific excises, as long as they don’t dis- 
cuss tax rates. 

Problems to be covered include those 
arising from publication of tax rulings, 
refund requirements, the present system 
of review of rulings, and timing of col- 
lections. 

Written statements for the hearing rec- 
ords, or requests for information, should 
be addressed to the clerk of the Ways 
and Means Committee, 1102 House Office 
Building, Washington 25, D. C., by Sep- 
tember 24. 


Holds Fall Sales Session 


Traub Manufacturing Co., Detroit, 
maker of Orange Blossom engagement 
and wedding rings, held its kick-off sales 
meeting of the fall season July 19-22 at 
the Edgewater Beach Hotel, Chicago. 





The Harry Greenwold, Wallenstein-Mayer 
Co., wholesalers at 31 E. Fourth St., Cin- 
cinnati, have a new salesman Allan T. 
Green of Jackson, Tenn. 





Movado Makes Braille Watch 
For Use by Blind Wearers 


Although the manufacturers of Movado 
Watches have been making no noise about 
it, they have been supplying blind people 
with a Braille watch that is the only one 
of its kind in the world. 


The watch, suitable for both men and 
women, is encased in a fine-grained leather 
rectangle that measures one inch by two 
inches. The case can be slid open from 
the center to reveal a square-shaped time- 
piece with raised enamel dots in varied 
clusters of one, two and three formations. 
These dots, because of their arrangement 
on the dial face, are the equivalent of 
numerals to the highly sensitive fingers 
of the sightless. 

The styling of the watch is unique in 
its versatility as well as its design. It is 
a handy pocket watch, can be kept on a 
night table, or tucked safely into a hand- 
bag. 

The American Foundation for the Blind 
is the chief outlet selling Braille watches, 
at cost, in this country. Some five manu- 
facturers supply Braille watches in a va- 
riety of price ranges. There are no other 
regular sources openly available. Blind 
people write in, not only from this coun- 
try, but also from many other parts of the 
world, to order what they want. Over 4,000 
Braille timepieces are sold yearly by the 
Foundation in this manner. 


Congress Plans Expansion 
Of Minimum Wage Coverage 


Labor Secretary James Mitchell and the 
labor unions, deploring the failure of Con- 
gress to expand coverage of the minimum 
wage laws, have agreed on an informal 
timetable for bringing all retail workers 
into the system in five years. 

The hush-hush program, subject to 
changes, will be presented in part to Con- 
gress in the session beginning in January. 
First phase of the plan, similar to the 
proposal sidetracked this year, would bring 
all workers in multi-state retail chains un- 
der the act, but at a lower minimum, prob- 
ably 60 cents an hour. Retail minimum 
would then be raised 10 cents an hour 
each year for four years. 

Overtime provision of the wage-hour law 
would not apply to retailing at first, to ease 
opposition. 

Later, local retail operations with more 
than five stores, or one store grossing more 
than $500,000 a year, would be included. 
A bill to carry out this plan is now pend- 
ing in Congress, but is probably a little 
too drastic for passage next year. 

Another scheme will bring in all retail 
operators hiring more than a minimum 
number of workers, probably five, and this 
will later be brought down to cover all 
retail workers. 

Retailers will be hard-pressed to block, 
or even delay, this minimum wage-hour 
steamroller once it gets into motion. If 
times remain prosperous, pressure of other 
wage increases will insure public support. 
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REESE JEWELRY CO. HOLDS —— ag mi 








ALL! IMPORTS 
by 
ERNEST BURG 


Italy, Denmark, Austria 
Spain. 


Continental styling by fine E 


that ''distinctively different’ 


Necklaces, earrings, brace 
pins and rings. Fine filig 


garnet; semi-precious stones 


The Reese Jewelry Co., 683 Fifth Ave., New York, held a banquet on rw 10 at the Hotel in sterling, etc. 


Gotham for executives of the Jewel Den Associates. Mr. and Mrs. Ned W. Cohen were 
the guests of honor. 





Hirsch Inc. Installs 
Air Conditioning Plant 


The installation of 60 tons of water- 
cooled packaged air conditioning equip- 
ment in their Sixth Avenue plant, has 
been announced by officials of the B. F. 
Hirsch Inc., New York, ring manufactur- 
ing concern. As part of the company’s 
modernization program, two 15-ton Chrys- 
ler Airtemp packaged units have been 
installed in the ring making and diamond 
setting areas of the Hirsch plant. An- 
other 15-ton unit handles the cooling re- 
quirements of general offices, private of- 
fices and storage vaults. A fourth condi- 
tioner of similar capacity has been in- 
stalled in the firm’s employee cafeteria. 

“The precision work of our craftsmen 
is highly exacting,” states a Hirsch spokes- 
man. “Utmost concentration is required 
when such materials as gold, platinum, 
and diamonds are being handled. There- 
fore, working environment must be as 
perfect as possible. In all respects our 
men must at all times be comfortable, 
relaxed and able to devote their full at- 
tention to the valuable pieces they are 
fashioning. 

“We began the installation of our new 
air conditioning system last summer after 
an analysis o our operation disclosed 
that production declined and many hours 
were lost due to employee fatigue during 
high temperature periods. 

“Since the completion of installation, 
improvement in employee performance is 
already quite apparent. Production no 
longer fluctuates as the temperature goes 
up or down. Our staff, which numbers 
more than 100, in addition to enjoying 
the comfort of air conditioning, also find 
that the removal of excess moisture and 
dust from the air aids them considerably 
in their precision work. We prefer that 
all our employees work in an _ office— 
rather than factory—atmosphere. 

“Packaged air conditioners were found 
to be the most adaptable for our particu- 
lar requirements. They held ductwork to 
a minimum and offered the most eco- 
nomical operation because certain of our 
production areas must have cooling avail- 
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able throughout the entire year. Our sys- 
tem required a substantial amount of 
special engineering which was handled by 
Admarell Air Conditioning Co., Yonkers, 


N.Y." German filig 
Sigmund Horovitz Dies a 





Sigmund Horovitz, 51, for many years 
associated with the Harwood Manufactur- 
ing Co. and with Glamour Varieties, of ERNEST BURG 
Providence, R. I., died suddenly on July 
16 while on vacation. He is survived by 
his widow and two children. 


Importer 





Exclusive jewelry from Germany, 


pean designers gives this jewelry 


which is a must in jewelry stores. 


marcasite; genuine Bohemian 


Priced for year-around sales at 
full markup. Inquiries invited. 


Illustrated: 


29 E. Madison St. Chicago 2, Ill. 
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One of the most beautiful ball pen and pencil sets ever offered 
at this price! Compare favorably in appearance and perform- 
ance with sets costing much more. Durable gold-toned metal 
cap and barrel; pen with retractable point. Pen takes standard- 
size refills. Packaged in transparent plastic gift case. 


GOLD-TONED SET (Style BB-80), $15.60 DOZEN, KEYSTONE 
All-Chrome Set (Chased Cap & Barrel), Style CR-99, $18.00 DOZEN, KEYSTONE 


Also available: individual pens or pencils, not packaged. 
Gold-tone Pen (M-30) or Pencil (H-23), $6.00 dozen Keystone. 
Chrome Pen (DC-7) or Pencil (B-47), $7.20 dozen Keystone. 


Supercraft MANUFACTURING CO. 
445 Broome Street, New York 13, N. Y.—Dept. J.C.K.-9 
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Raimond Sterling Frames 
Make Perfect Gifts 


Compare for quality, style and 
finish. Priced right. Send for 
illustrated Catalog and Price List 


Sold by leading Jewelers 
coast-to-coast 


RAIMOND, INC. 


MALDEN 48, MASS. 














THE FINE 
MOUNTED 
RING LINE 


373 WASHINGTON ST., BOSTON 8, MASS. 














SIN THE JEWELRY, 
@ soo & CUTLERY 
se ™® ” NOVELTY CO. 
MANUFACTURERS 


FINE POCKET KNIVES 
MEN’S JEWELRY 
Th ee LEATHER ACCESSORIES 
rough Leading © NORTH ATTLEBORO 
Wholesalers MASSACHUSETTS 

















Seld only direct te Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 
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> Edwin Guiness of Louis F. Guiness, 
Inc., 711 Jewelers Building, is back after 
two months in the west and northwest on 
a combined business and pleasure trip, 
highlighted by a visit to Disneyland on its 
opening day. 

>» Dan Salamoff, New England representa- 
tive for Silver Craft Jewelry Company, 
New York, is now also covering the same 
territory for Lehman Brothers Silverware 
Corporation, New York. 

> The Beverly, Mass., team of Little 
Leaguers, sponsored by Henry Desjardins, 
jeweler of that city, and known as the 
“Beverly Jewels,” won the regional cham- 
pionships this summer, although the team 
was defeated in the semi-finals for the 
New England award. 

>» The Haselton Company, 702 Jewelers 
Building, has expanded its office. 

>» Edward S. Page, formerly of the M. S. 
Page Company, which closed its Boston 
quarters in Rooms 508-11 Jewelers Build- 
ing on August 1, has rented space with 
the Mauran Watch Company, 712 Jewel- 
ers Building. In a letter to the trade, Mr. 
Page pointed out that his father, M. S. 
Page, started the jewelry Business in Bos- 
ton in 1858. Now that this firm has been 
taken over by the Albert Walker Co., 
Providence, Mr. Page has announced that 
he will sell diamonds. rings, and mount- 
ings under the old firm name of M. S. 
Page & Company. 

>» As this issue went to press, plans were 
complete for a testimonial dinner to be 
given in honor of “AI” Burk, of Markson 
Brothers, Boston, who resigned as buyer 
for that firm. The dinner was scheduled 
to be held at the Parker House Roof on 
Monday, September 12. Some 200 friends 
and fellow salesmen were expected to 
attend. 

» A triple combine took place on August 1 
when Knight Jewelry Company, 711 Prov- 
ince Building, and the B.M.B. Sales Co., 
Inc., also of the Province Building, joined 
forces with J. G. Kaufman, 213 Province 
Building, and opened new and_ larger 
quarters—a double-deck store combining 
jewelry at wholesale. photographic equip- 
ment, household appliances, television sets, 
and heavy home appliances under the one 
firm location. 

>» Mrs. Rose Marshall, head bookkeeper 
with the Travis-Farber Co., 909 Jewelers 
Building, is back from a coastal cruise 
which she and her husband, Joseph Mar- 
shall, took in their cruiser, The Glabesnit 
Il. Mr. Marshall landed one of the largest 
haddock caught this year along the Maine 
coast, and Mrs. Marshall proudly displays 
a picture taken while the boat was docked 
in Peaks Island, Maine. Charles Ross, 
watchmaker with the firm, whose hobby 
is painting, rented a studio in Rockport, 
Mass., this summer, where he has done a 
number of water colors and oil paintings. 





NEW ENGLAND 


>» Arthur Gregor, of 310 Jewelers Build- 
ing, vacated that room on Juiy Ist, and 
the lease has been taken over by Edward 
J. Jackson, who had shared the quarters 
with him. 

» Richard Heerde. buyer of jewelry and 
watches with the D. C. Percival & Com- 
pany firm, second floor, Jewelers Building, 
is back from his tour of duty as major 
with the National Guard at Camp Drum. 
Watertown, N. Y. David Percival, Jr., is 
back from a vacation spent at Marble- 
head, Mass., during Race Week. 

> The 10 teams of the Boston Jewelers 
Bowling League—A. Stowell & Company: 
Mahar & Engstrom; Shreve, Crump & 
Low: E. H. Saxton Co.; Frank A. Gen- 
dreau; I. Alberts & Sons; D. C. Percival 
& Co.; Thomas Long Co.; Smith-Patter- 
son Co.; and Team No. 7—were sched- 
uled to resume play at the opening of the 
33rd annual season at the Boyston Bowl- 
adrome on Tuesday, September 6. 

>» Louis R. Amoroso held the formal open- 
ing of his new store, Amoroso & Company, 
diamonds, watches. jewelry and silverware, 
in Room 602 Jewelers Building, on 
August Ist. He formerly had been located 
at 294 Washington Street, Boston, with 
Menard & McConnell. 

> Mr. and Mrs. “Mike Mahar of Mahar 
& Engstrom, 405-12 Jewelers Building, 
left New England immediately following 
the Vermont Jewelers Association Con- 
vention at Manchester. Vt., to take a 
Na:sau-Bahamas cruise. 

> William O’Brien. salesman for the Her- 
bert W. Stranger Company. 305-6 Wash- 
ington Building. is back from two weeks’ 
training with the National Guard at Camp 
Drum, Watertown. N. Y. 

> Robert Rothman. accountant, has taken 
complete charge of the bookkeeping de- 
partment of the Mendelsohn & Terban 
firm, fourth floor. Washington Building, 
and Miss Judith Goldberg has been added 
to the bookkeeping staff there. 

> Joseph Miller. of Goldland Jewelry 
Company, 616 Washington Building, is 
back from a buying trip in Europe where 
he acquired some unusual items. 

>» Sidney Miller of the firm of the same 
name, 719 Province Building, joined with 
Archie Kasarjian. formerly of Gem-Ell 
Jewelry, Inc., 742 Province Building, and 
formed a new corporation known as 
A. & M. Jewelry Center, Inc., Room 742 
Province Building. 

> The Atwell Jewelry Store, founded in 
1822 in Middletown, Conn., and one of 
the oldest jewelry stores in the country 
was recently liquidated at auction. 

> Renovations and additions to the F. J. 
Preston and Son, Inc., jewelry store, 
Upper Church St., Burlington, Vt., have 
resulted in almost doubled floor space. 
Window display space has also been 
doubled and a new floor has been in- 
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stalled. The Preston family have been 
in the jewelry business in Vermont for 
more than 100 years. 

>» G. W. Fairchild and Sons, Inc., 997 
Main St., Bridgeport, took part in the 
recent combined 90th anniversary and 
Barnum Festival. Members of the staff 
wore gowns and suits of the Civil War 
era. Robert K. Jeffery is president of 
Fairchilds. 

> William M. Savitt, president of Savitt 
Jewelers, Inc., 35 Asylum St., Hartford, 
Conn., has been elected chairman of the 
retail trade board of the Hartford Cham- 
ber of Commerce. 

» Allain’s, of Sanford, Maine, opened a 
branch store at 157 Main St., Biddebord, 
Maine, on June 29. Eric W. 
the owner. 

> A sales stunt has brought many return 
customers to the Fred Dubin & Company 
store, 838 Province Building. Three prizes 
are given away each week, with customers 
anid visitors merely signing their names 
and addresses on blanks which are later 
drawn from a box. 

> Davis Brothers. 703 Province Building, 
closed a summer branch store at the Hotel 
Mayfair, Osterville, Cape Cod, Mass., on 
September 1, following a very successful 
season, 

> James J. Sullivan. manufacturer of 
platinum, gold and diamond jewelry, 
moved on August 1 from Room 818 Prov- 
ince Building to Room 505, 8 Winter 
Street, Boston. 


Allain is 


>» Jackson & Company, diamond setters, 
moved recently from 806 Province Build- 
ing, to Room 846 in the same building. 
> The A. Datz firm, 427-429 Province 
Building, attracted attention recently with 
a sign reading: “Customers Wanted—No 
Experience Necessary.” 

>» Miss Carol Ann Reaves, daughter of 
Donald Reaves, office manager of Smith- 
Patterson Company. who has been work- 
ing in the store during the summer, won 
one of four national scholarship awards 
for a four-year course at Boston University. 
Edward Fosberg, assistant buyer of silver- 
ware, flew with Mrs. Fosberg to Colorado 
recently to visit their son. 

> J. Stone, who opened up a new place 
in Room 703 Washington Building, is 
back from a vacation spent at Vineyard 
Haven, Mass. 

> Henry Kamlot, 307-11 Washington Build- 
ing, marked his 25th anniversary in busi- 
ness there on September 15, seeing the 
company grow from a single room, No. 
307, to take in the four adjacent offices. 


> Miss Jane Barber, well-known in the 
pearl-stringing line in Boston, and for 
years associated with her father and 


brother in S. Barber & Sons, 712 Wash- 
ington Building, died August 5. 

> Mrs. Hollis Howe. of the Hollis C. 
Howe Co., jewelers, Concord, N. H., died 
on July 20. 

>» Edwin Fish, of the Katherine .A. Mur- 
phy Company. 509-11 Jewelers Building, 
is back from a Canadian vacation. 

> On a recent hot day in Boston, with 
the temperature hitting the 100-degree 
mark. Swartchild and Co., 502 Washington 
Building. created quite a sensation with 
an artistic display of Styrofoam Christmas 
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decorations which lent an air of coolness 
to the showroom. 

» Sheraton Jewelry Co. moved on August 
1 to Room 701 Providence Building. Pre- 
viously the firm had been located in Room 
746 at the same address. 


Beauty Title Winner 
Also Makes Jewelry 


Miss Carlene King Johnson of Rutland, 
Vt., was elected Miss U. S. A. on July 20 
at Long Beach, Cal. The 22-year-old 
finalist won the title over 14 other com- 
peting finalists. 

Miss Johnson, who runs her own jewelry 
manufacturing business in Rutland, said 
after winning the award that her business 
was resting “because | am designer, cre- 
ator, distributor and salesman.” 


In Newport Ceremony 


Jewelry especially made in Providence 


played an important part in historic 
Newport’s recent Rochambeau celebra- 
tion. 


The affair marked the 175th anniversary 
of the arrival of the French expeditionary 
forces which helped Washington’s Army 
win independence for the colonies. 

The 10-day program, which was marked 
by a visit to Newport by the 35,000-ton 
Jean Bart of the French fleet, was cli- 
maxed with the crowning of the queen 
of the celebration. 

For Miss Sheila McEnness of Newport, 
the one chosen as Miss Fleur-de-Lis, Van 
Dell Corp. of Providence created a crown 
and _ other Other 


jewelry. 





In recent Rochambeau celebration in New- 

port, R.I., 19-year-old Sheila McEnness was 

chosen Miss Fleur-de-Lis. She is pictured 

wearing specially designed crown, necklace 

and earrings, by Van Dell Corp., of Provi- 
dence. 


signed jewelry by Angelo Del Sesto, presi- 

dent of Van Dell. was presented to the 

queen’s court of 12 maids of honor. 
Arrangements for the presentation were 


made by William Duce. owner of Blaine’s | 


Jewelry Store, Newport. and John Peter- 
son of Albert Walker Co., 
distributors of Van Dell jewelry. 


specially-de- | 


Providence | 
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PINS, EARRINGS, BRACELETS, 
NECKLACES, CROSSES 


STERLING SILVER, DIE - STRUCK, RHOD. FIN. 
HAND-SET 


Exclusive For Fine Retail Jewelers 


\we StH, PAYy 


204 WESTMINSTER ST Rovipence RHOOE ISLANO 








Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 


AMETHYST 


Unusual Gems 








Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 











Fine Quality Tarnish Proof 


SILVERWARE CHESTS 


lined with Pacific Silver Cloth 
Tastefully styled Fully guaranteed 
Note important new announcement 
regarding shipping charges: Freight 
paid on chest orders of $100.00 or 
more (wholesale). 


Eureka Mfg. Co., Inc. 


Taunton, Mass. 
Makers of rolls, bags, cases, and chests for 
silverware since 1926 
Illustrated consumer leaflet and wholesale 
price-list will be sent upon request. 
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JEWELRY DESIGNED 
EXCLUSIVELY FOR YOU, 





Curved to fit fez. Prong set. Rhodium finish. 
Shown No. 786 3%” long, Keystone $6.00 
No. 776 4” long, Keystone $8.00 


ieee your business and your profit 
-sell the line that can be only sold 
"by you, the jeweler .. . designed to be 
outstanding in Appearance, 


and Price. Write for Free Folder. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR © CROSSES * JEWELRY 


Design and Production of 
Organizational Jewelry a 
Specialty. Details on request. 


ee ee ee 


Quality 





2508 VINE ST. 


CINCINNATI 19, 0, 
COMPANY 








|DY-YeX Taleo] 0) (= 
Time Tested 


bdo] | BS 


Best for Watches and Clocks 


Wm. F. Nye, Inc., New Bedford, Mass 








Indian Jewelry 
Made by the Hopi, Navajo 
and Zuni Indians. 
Wholesale only. 
INDIAN CRAFTS 


WICKENBURG ARIZONA 











Prove for yourself how our jewelry 
Show card window service can help 
you make more sales! Ask for 30 


RUSH TO Edwin Aaced x 
DAY FREE TRIAL. Phone, write or 


a’. 
SS wire TODAY — 
Wittns 46422 KERRI RT LT en 





ao" WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.''K"' IIl'd Catalog 
School Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 





Eve. 
in Watchmaking 
Sept. 22-May 23 
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» J. E. Caldwell and Co., recently fea- 
tured a “Gourmet’s Delight” window dis- 
play at their Juniper and Chestnut Sts. 
store. The display consisted of items 
suitable for buffet service, for cocktails or 
supper on the terrace or at the edge of 
the swimming pool. 

> William S. Deger, 25 East Seventh St., 
Chester, has applied for admission to the 
American Gemological Society. Mrs. June 
Hall, a member of the staff, has finished 
her first course and will continue her 
gemological studies. 

>» House of Jewels, 6207 Market St., has 
announced that sales of fans and air con- 
ditioners have exceeded previous summer 
records in several brands. 

> Horowitz Brothers, 2822 West Lehigh 
Ave., have added luggage to their regu- 
lar lines of jewelry and electrical appli- 
ances. 

>» Kepner Jewelry Co. recently moved into 
new quarters at 614 Sproul Rd., one block 
from the old The new premises 
are larger and are decorated in a light 
green color. Peg boards and new fixtures 
add to the attractive interior of the store. 
> Louis Jagielky, 1603 Walnut St., has 
remodeled his store window. It now has 
a smart, modern appearance. 


store. 


>» A new line of religious articles, known 
as Holy Land Christian Craft, has been 


added to the stock of Vincent De Carlo, 
1322 South Broad St. They are made of 
olive wood from the Holy Land and are 
fashioned by religious and lay people 
who make their livelihood by making 
crucifixes, plaques and key rings. 

» The Haverford store of J. E. Caldwell 
and Co., has planned special window and 
store displays for the warm summer 
weather. One window has a beach motif 
complete with sea horses and sea shells. 
Inside the store, a display of weather in- 
struments against a cool gray wall gives 
a tropical touch. 

}- Wiltshire Brothers, 100 East State St., 
Media, have opened a branch at 33 West 
State St. It will carry the same stock as 
the original store. 

> Bernard Spector, jeweler, located in the 
PTC Terminal, Upper Darby. has joined 
in partnership with Robert Mills to open 
a store at 39 South 18th St. Mr. Mills, 
formerly connected with the Walter S. 
Hansen store at the same address, will be 
the manager. Mr. Spector is also the owner 
of Lynn Jewelers, 6910 Market St., Upper 
Darby. 


Sponsor ‘Church of the Week’ 


Two Erie, Pa., jewelry stores have 
joined other civic minded businesses in 
that city to launch a local newspaper fea- 
ture: “Church of the Week.” 

They are the Mack Jewelry Co., 921 
State St., and E. A. Doubet, Inc., 202 East 
10th St. 





* PHILADELPHIA 


Shopping Center Store Opens 


The J. J. Minster and Son Jewelry 
Store opened on July 20 at the new shop- 
ping center at Newark, Del. Manager of 
the store is Samuel L. Diehl, Jr., a New- 
ark city councilman. 





Goodman Receives Portrait 
In Honor of Anniversary 


Nathanial I. Goodman, president of the 
wholesale jewelry firm of the same name, 
1006 Jewelers Building, Boston, Mass., 


was honored recently on the occasion of 
his 40th anniversary in business. 





The staff presented Mr. Goodman with 
a portrait of himself in oils, painted by 
Boston artist Z. T. Gerard. Shown in the 
photo are (l-r) Sidney Geller, office man- 
ager; Paul C. Lifset, New England repre- 
sentative; and Mr. Goodman. Mr. Good- 
man was also guest of honor at a dinner 
given by the staff at Blinstrub’s Village, 
Boston restaurant. 





United Jewelry Show to Open 
In Providence on November 6 


Preliminary arrangements are now being 
made for the United Jewelry Show, to be 
held in Providence from November 6 to 
17, according to Charles C. Bulkley, show 
manager. It will be the eighth semi-annual 
show of its kind to be presented for the 
wholesaler. 

The followinz are members of the ex- 
ecutive committee for the 1955-56 period: 
Olof V. Anderson, Anson, Inc.; Angelo 
Del Sesto, Van Dell Corp.; Max Kesten- 
man, Kestenman Bros.; Lou Jaron, Alice 
Jewelry Co.; Rally Migliaccio, Ritz Vani- 
ties, Inc.; and Steve Villari, manufacturer’s 
representative. 

The show will be held at the Sheraton- 
Biltmore Hotel. 





African Natives Selling 
Illegally Mined Diamonds 


According to a recent report, bushmen 
in Sierra Leone, British colony in Africa, 
are illegally mining $10 million worth of 
diamonds annually from the banks of the 
Sewa River. The gems reach world mar- 
kets via Bierut and Paris, the report says. 

Although the Sierra Leone Selection 
Trust has monopoly rights to mine dia- 
monds, there is growing pressure to legal- 
ize native mining. 
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Vermont Retail Jewelers 
Hold Annual Convention 


Nearly 100 members and guests attended 
the second annual convention of the Ver- 
mont Retail Jewelers Association at the 
Equinox House, Manchester, Vt., on July 
17 and 18. 


Officers of the association present at the 
convention included (front row, left to 
right) John F. Mitchell, Goodfellows’ 
Jewelers, Barre, retiring president; Martin 
Freeman, Freeman-Hascall, Rutland, presi- 
dent; Theodore R. Barrows, Springfield, 
secretary-treasurer; and Ivan W. Burnham, 
Waterbury, retirina secretary-treasurer. In 
the back row (I-r) are newly elected re- 
gional vice-presidents Donald F. Trask, Lud- 
low; George E. McWayne, Manchester; 
Paul Aubin, Lyndonville; and William Pres- 
ton, Jr., Burlington. 


Martin Freeman. of Freeman-Hascall, 
Rutland, Vt.. was elected president, suc- 
ceeding John E. Mitchell, of Goodfellows’ 
Jewelers, Barre, Vt. Theodore R. Barrows, 
of Springfield, Vt., was elected secretary- 
treasurer, succeeding Ivan W. Burnham, 
of Waterbury, Vt. Regional vice-presidents 
elected were: Donald F. Trask, Ludlow; 
George E. McWayne, Manchester; Paul 
Aubin, Lyndonville; and William Preston, 
Jr., Burlington. 





tai Nia. ie “i 

Speakers at the Vermont Jewelers Associa- 
tion annual convention included Max J. 
Schwartz (I), Bulova Watch Co., and Al 
Levine, of Foote, Cone and Belding, who 
represented the Watchmakers of Switzer- 


land. 


During the sessions, a symposium on 
“The Adjusted Watch” was presented by 
Max Schwartz, of Bulova Watch Com- 
pany; and Albert Levine, representative 
of the Watchmakers of Switzerland, spoke 
on “The Jewelers’ Answer to Non-Jewelry 
Store Competition.” 

The Sunday night dinner was followed 
by entertainment. On Monday, a water 
ballet was presented by the Hotel, fol- 
lowed by the annual banquet and award- 
ing of prizes, with dancing until mid- 
night. : 
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Watch Co. Sponsors 
‘Person to Person 


Edward R. Murrow will kick off a 
nation-wide ad drive by Elgin National 
Watch Company, Friday, September 2 
with the premiere showing this fall of 
“Person to Person.” 

Elgin will sponsor the nationally known 
newsman on alternate Fridays over the 
CBS network. He will be seen on most 
CBS affiliates at 10:30 P. M. EDT. 

Murrow, a perennial among the top 10 
in Trendex ratings, has gained consider- 
able acclaim by his deft handling of va- 
rious interviewees. During an average 
show he’s bee.: known to switch from a 
ballerina to a boxing champ. 

Gordon Howard, Elgin advertising man- 
ager, said the variety of Murrow’s pro- 
gram is one of the principal reasons 
Elgin switched from its last year’s dra- 
matic format. 

“We believe the Edward R. Murrow 
‘Person to Person’ program will give us 
a much more varied audience than we 
had last year with the ‘Elgin Hour,’” he 
said. 

Peak audience ratings gave Murrow an 
estimated 31,000,000 viewers from coast 
to coast last year. Elgin believes he will 
match or better this total with the present 
station lineup of approximately 90 out- 
lets. 

Howard said commmercials on_ early 
fall shows will strongly emphasize the 
new Elgin “Petite” watches, tiny time- 
pieces created for the low-price market. 

Later in the fall, Howard said, the firm 
will gradually switch part of its commer- 
cial time to men’s watches and some 
ladies’ watches in the higher priced field. 

Present advertising plans call for the 
watch company to tie in its window dis- 
play material closely with the show, thus 
offering jewelers a substantial amount of 
product and brand name_ identification. 


Arthur Ballard Addresses 
Southeast Retail Jewelers 


Arthur Ballard, of Ballard & Ballard, 
diamond importers, 315 West Fifth St., 
Los Angeles, Cal., was the guest speaker 
at the recent meeting of the Southeast 
Retail Jewelers Association that was held 
at Cole’s Cafeteria in Huntington Park 
with H. W. “Jerry” Ostermier, president, 
presiding. 

Introduced by program chairman Lydia 
Walters, his talk was entitled: “Point of 
No Return.” He said that each jeweler 
has his own problem which he alone can 
solve by studying inventory control and 
sales leakages. 

He also said that diamond imports had 
increased by 15 per cent and asked the 
assembled jewelers whether they thought 
that they were getting their share of these 
increased sales. Norman D. Luth, state 
director, spoke on the coming show that 
is to be sponsored by the Los Angeles 
Chamber of Commerce and the California 
Retail Jewelers Association. 


N. Y. Costume Jewelry Show 
To be Held November 5-11 


The sixth semi-annual Wholesale Mar- 
ket, sponsored by the Costume Jewelry 
Manufacturers of New York, will be held 
at the Martinique Hotel from November 
5-11. 

The market will be publicised by direct 
invitation and through trade publications 
and only wholesale buyers will be ad- 
mitted. 

Members of the show committee are 
Charles Goldman, chairman, Apex Art 
Novelty Co.; Edward Stampa, Edlee Cre- 
ations; Bernard Freese, Lyn Ruth Cre- 
ations; Harold Elster, DeLizza and Elster; 
and Lewis R. Goldberg, Lewgold Novelty 
Co. 





Detain 
STAY in Business | 








Thru our Dignified 
and Profitable 


AUCTION SALE 


Most Recent Sales Conducted: 


Budds’ Jewelers, Bradford, Pa. 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 
WE WILL GUARANTEE 


100c ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


Your reputation will be guarded. 
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You will have a more popular store 
when sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 

We specialize in buying stores for 
cash. 


WRITE — WIRE — PHONE 


COLMES « BRILL 


AUCTIONEERS 
45 West 45th St., New York City 
JUdson 6-2334 
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the Niash 
“ CUFFMASTER,” 


TRADE MARK 








the 
finest 
cuff link 
back ever made 


Patented Design 155,535. Patented Construction 
2,472,958. Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass, 
and other metals. Send for price list. 


1 +., N.Y. 
Niash Refining Co. Inc. "CONSSSey,55-4555 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 


Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank. Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN‘'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 














° . . Rose, Blue, 
Green, Keystone om 2%” 
” for Swiss Itham. 
ARISTO IMPORT CO, 
630 Fifth Ave 
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» A. C. Henry has been appointed man- 
ager of the Busch and Sons of Texas, 
Inc., jewelry store at 1707 Main St., 
Dallas. He was formerly with Manst 
Street Jewelers. 

>» The Sam W. Becker Jewelry Co., 807 
Main St., Houston, will move into larger 
quarters on the ground floor of the South 
Coast Life Insurance Building early in 
1956. The firm was established in 1886 
by H. Becker at 922 Congress St. Samuel 
W. Becker, Sr., is chairman of the board, 
Galvin M. Becker is president, and Noxie 
M. Romaine is secretary and genera! man- 
ager. 

>» Jewelry store sales in Texas showed an 
11 per cent increase in June over May, 
according to the University of Texas Re- 
search Bureau. in Austin. The Bureau 
also reported that the first six months of 
1955 showed a 10 per cent increase over 
the same period last year compared with 
an average increase of 12 per cent for 
other lines of trade. 

>» A new store of Zale Jewelers was 
opened at 513 Austin Ave., Waco, July 
15. one block from the previous location. 
Irving Melitz is the manager. 

> William S. Klein. owner of Klcin’s 
Jewelers, located in the Arcade Building, 
Nashville, Tenn., recently designed, made 
and sent to the White House, a special 
medal for President Eisenhower. The 
medal, made of gold and studded with a 
diamond, a ruby and a blue sapphire, 
commemorated Eisenhower’s achievements 
as a soldier and as President. 

> Ferrell Jewelry Co., Franklin St., Tampa, 
Florida, has moved to larger quarters at 
310 Zack St. The firm recently celebrated 
its 15th year in business in Tampa. 

>» Reid Griffin Jewelers have opened for 
business at 316 Third St., Macon, Ga. 
Mr. Griffin, the owner. has been in the 
jewelry and watch repair business for a 
number of years. 

> Cel-Max, Inc.. wholesale jewelers, have 
opened a new silver display room at 582 
South Main St., Memphis. Tenn. The 
company sells to more than 800 jewelry 
stores in the Mid-South. 

> Jon-Rex Jewelry has opened a store at 
736 Main St., Alexandria, La. Rex 
Squyres is the owner and manager. More 
than 500 people visited the store on the 
opening day. 

> James Goode, manager of the Motch, 
Inc., jewelry store, Covington. Ky., has 
been elected vice-president of the Coving- 
ton Retail Merchants Association. 





Attends N. Y. Gem Course 


Edward Moscowitz, salesman for the 
wholesale jewelry firm of Erwin Neuman, 
Inc.. 119 Cheapside, Lexington, Ky., re- 
cently attended a class at the eastern 
headquarters of the Gemological Institute 
of America in New York. 








» THE SOUTH 


Tenth Anniversary Celebrated 
By Prague-Kurtz Company 


The Prague-Kurtz Co., jewelry whole- 
sale firm of Houston, Tex., recently cele- 
brated its tenth anniversary. Shown in 
the picture are Lee Wolfe, watchband de- 
partment; Hattie Connally, findings de- 
partment; Leo Kamion, southwestern rep- 
resentative for the Speidel Corp.; Frances 
Burnette, watchband department; and 
Christine Morris, bookkeeper. 


All took part in the festivities which 
also marked the recent expansion of the 
company's offices. 


Old St. Louis Jewelry Firm 
To Open Shopping Center Store 


Hess and Culbertson Jewelry Co., Inc., 
826 Olive St., St. Louis, Mo., founded in 
1883, will open a branch store at the 
new Westroads Shopping Center this fall. 
Construction of the big suburban shopping 
center, located at Clayton and Brentwood 
boulevards, is now nearing completion. 

The new store. which will have an area 
of 1,728 square feet of floor space, will 
have a marble front and will be air 
conditioned. All of the departments in 
the downtown store will be represented 
in the new unit. New lines of china and 
crystal will be added to the bridal de- 
partments of both stores in the near 
future. 





Moves to Manhattan, Kansas 


Mr. S. Culang, owner of the Culang’s 
Kredit Jewelers, Broad St., Texarkana. 
Tex., has reported that he has closed that 
store and relocated at 419 Poyntz Ave.. 
Manhattan, Kan. The name of the new 
store is Lang’s Credit Jewelers. 





Manufacturing Jewelers Group 
Schedules Annual Dinner Dance 


Plans are being completed for the third 
annual dinner dance of the Manufactur- 
ing Jewelers Sales Association which will 
be held in the grand ballroom of the 
Sheraton-Biltmore Hotel, Providence, R. [., 
on October 15, according to an announce- 
ment by Joseph Lavan, president. 

The following have been named mem- 
bers of the dinner dance committee: Lou 
Jaron, Alice Jewelry Co.; Joseph Aquilino. 
Anthony Creations; Louis F. Monte, 
Unecas Manufacturing Co.; Joseph Mar- 
telli, Martelli Jewelry Co.; Harry R. 
Auerbach, Ansul-Craft, Inc. 
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Federal Agencies Plan 
Tighter Controls Over 
Advertising Claims 


Tougher Federal control over business 
practices and advertising is in the wind in 
Washington. 

Factors that are contributing to the 
tightening up include lack of other politi- 
cal issues and the booming economy, which 
means that in many business areas profits 
are strong. Antitrust investigations into 
basic industries started the cycle, bringing 
criticism of the Justice Department and the 
Federal Trade Commission for their en- 
forcement practices. As a result, these 
agencies are “touchy” and will press more 
cases, 

Targets of the stepped-up drive to check 
business abuses will probably be adver- 
tising and salesmen’s claims for their mer- 
chandise and the labeling of merchandise. 
\ntitrust hearings on textile mergers, and 
later on retail business mergers and chain 
operations in which violations of the fair 
business practices laws may be present, 
are also a possibility. 

In recent months, the FTC has filled 
many complaints against retailers and 
manufacturers, some of whom are among 
the most respected names in business, for 
alleged abuses of trade practices laws and 
regulations. More can be expected. 

Resignation of FTC chairman Edward 
F. Howrey, and advancement of Commis- 
sioner John W. Gwynne to chairman, may 
also tend to strengthen the “tough enforce- 
ment” policy rather than weaken it. 

Federal regulatory agencies, and the 
FTC in particular, drew criticism from the 
recent Hoover Commission in its study of 
government operations because it was per- 
mitted to act as investigator, prosecutor, 
judge and enforcer rolled into one. 


The Commission recommended that the 
judicial powers of regulatory agencies be 
transferred to a special Federal Adminis- 
trative Court which would give business- 
men more assurance of fair treatment in 
their dealings with the government’s polic- 
ing agencies. 

Under the proposed plan, FTC, for in- 
stance, would investigate a complaint of 
unfair competition, hold hearings and 
gather evidence, but the final hearings 
and decision on whether a violation was 
present would be handed down, or the case 
dismissed, by the proposed Administrative 
Court. 

Other agencies affected would be the 
Tariff Commission, the Interstate Com- 
merce Commission, the Civil Aeronautics 
Board, the Federal Power Commission, the 
National Labor Relations Board and the 
U. S. Tax Court. 





Wally Miller of the Chic Leather Goods 
Co., Cincinnati, was on a business trip in 
Michigan in early July, and he attended 
the luggage and Leather Goods Show in 
the Congress Hotel, Chicago, on July 31- 
August 4. 
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Congress Allots Funds for 
Special Hurricane Research 


Retail and manufacturing business in 
the new hurricane belt along the North 
Atlantic coast will have earlier advance 
warnings of possible destructive blows in 
the future. 

And at some future date—probably way, 
way off—they may even hope that the 
scientists will be able to deflate, or at 
least take much of the sting out of, hurri- 
canes headed into populated areas. 

Congress, impressed with the damages 
wrought by -hurricanes “Carol” and 
“Hazel” last year, opened the purse strings 
to the tune of $4,250,000 for improving 
the hurricane warning system, plus another 
haif-million dollars for special hurricane 
research. 


Average yearly storm damage in this 
country is running more than $100 million 
but “Carol” last year caused $460 million 
in property damage. Over 400 persons a 
year die in severe storms. 

Weather Bureau officials estimate con- 
servatively that at least 300 lives and a 
healthy $10 million a year could be saved 
by more advanced warnings. They want a 
better understanding of how hurricanes 
start, and how their paths are determined. 





Anderson is New FTC Member 


Sigurd Anderson, former governor of 
South Dakota, is the new member of the 
Federal Trade Commission, subject to con- 
firmation by the Senate when it recon- 
venes in January. He fills a vacancy cre- 
ated by the resignation of Chairman Ed- 
ward F. Howrey. 

Commissioner John W. Gwynne has been 
designated as the new chairman. 


Wage Report Consolidation 
Pushed by Administration 


Consolidation of wage reporting for in- 
come tax and social security purposes into 
a single annual operation is being pushed 
by the Administration following a recom- 
mendation of the Hoover Commission. 


Supporting the move are two agencies 
which would be involved—the Treasury 
Department and the Department of Health, 
Education and Welfare. Business experts 
say the consolidation would save business- 
men $25 million a year. 

At present, businessmen are required to 
file quarterly for income tax purposes, 
which involves a total of some 12 million 
reports a year. In addition, another three 
million or more annual social security re- 
ports are required. 

Under the new plan, reporting would 
consist of only one annual wage form, 
from which tax and social security infor- 
mation would be taken by the government. 


George E. Brown, of Gerwe Brown Co., 
Cincinnati wholesale firm, was elected a 
member of the executive committee of 
the National Wholesale Jewelers Associa- 
tion at the recent Chicago convention. 
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size rings to fit 
your customers ~ 


NEW 
RING 


SIZER 


ALLOWS SMALL 
INVENTORY 


@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


@ Upright mandrel en- 
ables easier sizing _ 
of rings. 


@No scratching 
No marring. 


@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 


only 9950 


Time Payments 
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NEW HERMES 
PRODUCTS CORPORATION 
13-19 University Place, N. Y. 3,°N_Y. 
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Newspaper mats furnished. Can 
be advertised for 49¢ engraved, 
or given free with other pur- 
chase. Promotional possibilities 
unlimited! Terms: 10 days net to 
rated jewelers. Others, cash with 


order F.O.B. Nashville. (3 Ibs. 
per C) 


GOLDNER ASSOCIATES 


P. O. Box 2703, Nashville, Tennessee 
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.. HEADQUARTERS | 


for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 

US TIME SPEIDEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD 

INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


325 West Madison Street, Chicago 6, Illinois | 








Security 
Mainsprings 


FOR SWISS WATCHES 


Hand Made °* Hand Polished 
Hand Finished 


Recognized as the finest by watchmakers for 
over 30 years. ASK YOUR NEWALL JOBBER 
about Security Mainsprings in the ‘'Card 
Indexed" file cabinet. 


THE NEWALL ac. co. 


Chicago 2, Illinois 














Jack T. Goldman & Co. 


29 East Madison Street, Chicago 2, Illinois 
FOR THE LARGEST ASSORTMENT OF 
14K Diamond Earrings & Scarf Pins 
PRICES FROM $15.00 TO $300.00 
Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


We Welcome Memo Requests 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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Ciilch Case Repairing 


Our work costs no more 
than ordinary work ©@ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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>» James H. Napier Co. and Bieler-Levine 
both report an optimistic outlook for busi- 
ness during the coming season. Napier 
says that spring business was the largest 
in the company’s history, and Bieler- 
Levine announces that reaction at the 
recent Chicago trade show to their mod- 
erately priced line of costume jewelry 
was encouraging. 

>» Alvin Lauschke, vice-president of the 
Chicago Jewelers Association, and for- 
merly manager of Handy and Harman, 
1900 West Kinzie St., is now covering the 
northwest territory. 

» Nathan Blank, 54, midwestern represen- 
tative of the Speidel Corp., died July 22 
at the Michael Reese Hospital. He is sur- 
vived by his widow, Viola, a son and a 
sister. 

> Bill Belgrade, formerly of the House of 
Belgrade, has joined the sales force of 
Paul H. Samuels, Inc., 55 East Washing- 
ton St., sole distributors in the United 
States of Blancpain watches. 

>» Dave Paul, 59, of Dave Paul and Co., 
St. Louis, died after a heart attack on 
July 25. He is survived by his widow and 
one son. He was a member of the “Golden 
Roosters.” 

» Joseph Goldstone, president of the Im- 
perial Pearl Syndicate, Inc., was reelected 
president of the Importers Association of 
Chicago at a recent meeting. His report 
of his activities in Japan, where he at- 





POHICAGO 


tended the International Trade 


West. 


> Samuel Sherman, of the Boyden-Minuth 
Co., 29 East Madison St., has returned 


frm a vacation in Michigan. 





Juergens and Andersen Report 
Sale of Andersen Interests 


H. Paul Juergens, president of Juergens 
and Andersen, Chicago retail and whole- 
that 
Juergens interests have purchased the An- 
dersen interests in the 101-year-old firm. 
Andersen interests have been inactive for 


sale jewelry firm, has announced 


several years, Mr. Juergens said. 


Management of the newly organized 


business will remain the same. 





National Bridal Service 
Holds Chicago Meeting 


The National Bridal Service, Inc., held 
its second annual meeting on August 1, 
2 and 3 at the Palmer House, Chicago, 
according to an announcement by Jerry 


Connor, president. 


Among the subjects discussed at the 
merchandising _ practices, 
stock control, group buying, the teen-age 
market, gift wrapping and national adver- 


meeting were 


tising. 


Fair in 
Tokyo, indicated the possibility of an in- 
crease of Japanese imports from the Middle 









ELECTS NEW OFFICERS; HOLDS JULY SALES MEETING 


Seated at the head table during business session held at the Illinois 
(Il-r) Hoyt M. Dobbs, Jr., president; Mrs. Caroline S$. Dobbs, secretary-treasurer; and 
Lester E. Collins, vice-president and general manager, of Burton Reid, Inc., Springfield, Ill., 


wholesale firm. 


Burton M. Reid, Inc., one of the leading 
wholesalers of watchmakers’ supplies and 


jewelry, recently announced the election | 


of new officers. They are Hoyt M. Dobbs, 
Jr., president; Lester E. Collins, vice- 


president and general manager; and Car- | 


oline S. Dobbs, secretary-treasurer. 

Mr. Dobbs announced that the changes 
would not affect the management of the 
company and that the policies that the 
firm had followed would be continued. 

On July 14, sales representatives and 
regional managers of the company met at 
the home office in Springfield, Ill., for a 
three-day preview of recently-added lines. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, lil. 
Students may enroll at any time of the year 
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Chicago Jewelers Association 
Holds Annual Golf Outing 


James Swartchild, president of the Chi- 
cago Jewelers Association, presided at 
the dinner held at the group’s annual 
outing at the Elmhurst Country Club on 
July 14. 

Good weather, good food and plenty 
of golf contributed to the success of 
the occasion. A. C. “Doc” Wilson and 
Alvin Lauschke were in charge of com- 
mittees that handled the arrangements. 





Alvin Lauschke (left), vice-president of the 

CJA, who headed the social activities com- 

mittee, and A. C. "Doc" Wilson, who was 
in charge of the golf committee. 


After the dinner, more than 100 awards 
were presented including four permanent 
trophies and a set of matched “Sammy 
Sneed” woods. Art Hoff was low scorer 
for the members with a 69, and H. Bel- 
grade won for the guests with a 70. 
Member A. H. Braude and guests G. 





ner, 25 second prizes, and 100 third prizes 
was made by Miss Helen Sprackling, edi- 
tor of Gourmet’s Table Fashions and au- 
thor of “Setting Your Table, Its Art, 
Etiquette, and Service.” 





Tax Committee Head 
Outlines Future Plans 


Chairman James Rudder, of the Jewelry 
Industry Tax Committee, called a press 
conference late in August to explain the 
objective of his committee’s fight against 
the federal excise tax on jewelry. 

The conference immediately followed a 
meeting of the Tax Committee wherein it 
was decided that the objective of the com- 
mittee should be to establish a system 
whereby quick action could be taken to 
combat any increase in the excise tax, or, 


| if the possibility should present itself, for 
| action that might bring about a reduction 
| in the tax. 


The tax committee also discussed the 
desirability of obtaining assistance from 
those members of the industry who have 
connections among influential people in 
the government in order that the point of 


| view of the jewelry industry could be most 
| effectively expressed. 


At the press conference, Bernard N. 
Burnstine, newly elected executive vice- 
chairman of the committee, was_ intro- 
duced, and he explained the current situa- 
tion in Washington as regards the future 
tax picture. He described the Joint Com- 
mittee on the Economic Report which is 
composed of three Senators and two Rep- 








“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES ' THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 2 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 


Se emanate 


Abraham were runners-up with scores of 
75. | resentatives, who are currently making a 
study of Federal taxes including excises. 
He also said that next year a tax relief 

| bill, that will be largely influenced by 


FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
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Wins Reed and Barton Contest 


The Reed and Barton Corp. have an- 
nounced that the winner of their nation- 
wide “Sterling for Graduation” contest 
was Miss Josephine Luna, a high school 
senior from Sacramento, Cal. 

Miss Luna, who competed with more 
than 20,000 senior high school girls 
throughout the country was awarded a 
complete chest of silver in Reed & Bar- 
ton’s Classic Rose sterling pattern, which 
she registered at Grebitus & Son, of Sac- 
ramento, as her sterling pattern. 

The selection of the grand prize win- 
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55 EAST WASHINGTON STREET, CHICAGO 2 
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political considerations, would be brought 


| before Congress. 


Oscar Kind, Jr., president of the 


| ANRJA, said “Under these circumstances. 


every jeweler should consider the Tax 


| Committee as an insurance policy for all 


matters concerning taxes. He _ therefore 
should be generous in offering his ser- 
vices and financial support that is neces- 
sary in order that the industry should be 
well equipped to protect itself against dis- 


| criminatory taxation.” 


Meyer Jewelry Co. Announces 


| New ‘Treasure Chest’ Store 


Construction is now under way on a 
new Meyer Jewelry Co. “Treasure Chest” 
store, to be located at the corner of Grand 
River and Oakman Sts., Detroit, Mich. 

Meyer Rosenbaum, president of the 
company, described the new store, a two- 
floor unit comprising an area of 7,000 
square feet of selling space for jewelry, 
diamonds, silver, a gift gallery and optical 
studios. Harry S. King, architects, de- 
signed the structure and the fixtures and 
store equipment are by George Baker and 
Associates. Wallace J. Newton Co. is do- 
ing the interior decoration. Plans call for 
an opening date in the near future. 








MONTHS AHEAD MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


J. LLOYD PORT 
Windsor, Missouri 
Dear Tom: June 9, 1955 


We want you to know how very 
much we appreciate the sale that you 
made for my associate and me at Ex- 
celsior Springs. We just cannot say 
enough for your ability and honest way 
of doing business with the jeweler and 
the public. It seemed all the way 
through the sale as if it were a matter 
of friendship between us rather than 
just a business deal. Do not hesitate 
to refer any jeweler to us who contem- 
plates going out of business. 


J. Lloyd Port 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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Will Ecker’s Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taking sample 
book furnished to jewelers whocan qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO. 
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"The Mouse of Friendly Serica” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 
First & Washington, Springfield, III. 





ASK FOR “FAMOUS BRANDS BOOK” 
FREE FOUR COLOR 


COUNTER SALES BOOK 
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You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Natiosally-Known 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 
54 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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> B. David Co., manufacturers at 2508 
Vine St., displayed company merchandise 
at shows in Minneapolis, Minn., and Jack- 
son, Mich., and the Flanagan Kovac Co., 
wholesalers in the Enquirer Building, 
were among the exhibitors at the Cincin- 
nati Gift Show in Hotel Netherland Plaza. 
>» D. Jacobs Sons Co., wholesalers at 325 
East Central Parkway, held its annual 
company family picnic on July 26 at the 
Meadowbrook Country Club. Features of 
the program were a softball game, which 
the female employees won over the male 
employees, and a steak dinner. 

>» After more than a half century at 117 
East Fourth St., the 150-year-old Loring 
Andrews Co. will move next spring to 27 
W. Fourth St., where the firm will oc- 
cupy four floors. President Gordon O. 
Lang said the move is being made to pro- 
vide more and better-arranged space. The 
firm was founded in 1805 by Alexander 
McGrew, who opened a small store at a 
river-front location. 

>» Maury Solomon of D. Jacobs Sons Co., 
wholesalers, was a delegate from Queen 
City Lodge No. 4 to the state convention 
in Toledo of the Fraternal Order of Police 


-Associates in late July. 


>» Lawrence F. Rohan, salesman for A. R. 
Jester, manufacturer at 505 Elm St., and 
Miss Elizabeth Fox were married August 
30 in St. Lawrence Church. 

> Unless there is a sharp and unexpected 
decline in the national economy, sales of 
jewelry during the upcoming holiday sea- 
son will break all records in the mid-west 
and south, it is indicated by the volume 
of orders being received from their sales- 
men by local manufacturers and whole- 
salers. Many of them reported in early 
August that it already had become neces- 
sary to work overtime in efforts to keep 
abreast of the welcome flood of orders. 
>» Late summer vacationers included C. R. 
Gerhardt of Mecklenborg & Gerhardt, 
manufacturers at 811 Race St... in Can- 
ada: Howard Rosfelder of Rosfelder 
Brothers & Co., manufacturers, 413 Race 
St.. in Michigan; John Schira, Sr., of 
Schira Brothers. manufacturers, 434 Elm 
St., in Florida: John Schira, Jr.. of the 


same firm. to Michigan: Mrs. Omer 
Spears. office manager for Ralph E. 
Goebel, Inc.. wholesaler, Provident Bank 


Building, to Denver. Colo.; Cherrington 
L. Fisher. vice-president of Harry Green- 
wold, Wallenstein-Mayer Co.. wholesalers, 
31 East Fourth St.. and George Magly. 
head of the silver department of the same 
firm, to Michigan: Edward Jacobs of D. 
Jacobs Sons Co.. wholesalers. 325 East 
Central Parkway. in California; Joseph 
Vogelsang of Whitehouse Brothers. manu- 
facturers. 5 East Third St.. in California: 
J. Paul Knight of J. P. Knight Co.. manu- 
facturers. 104 West Fourth St., in Florida; 
Walter Bleska. Robert Herbers. Robert 
Gauche, William Tepe. Lucy Lively and 








CINCINNATI 


Catherine Foote of the Gerwe Brown Co., 
wholesalers, 817 Main St., and retailers 
Mark Herschede, James Goode, Henry 
Schultz and Joseph Lonnermann. 

>» Victor Youkilis of the Victor Corp., 
manufacturers at 205 East Sixth St., was 
on a buying trip to New York City in 
early August. 

>» Wilson & Trier, manufacturers, 
moved from the Edwards Building to 128 
East Sixth St. 

>» Benjamin S. Katz, former president of 
the Gruen Watch Co., has sold his resi- 
dence here and moved to Milwaukee, Wis. 
He is now president of the Hartman Lug- 
gage Co. of that city. 


have 





Diamond Authority to Lecture 
At Cincinnati Jewelry Show 


Mrs. Gladys Babson Hannaford, a na- 
tionally recognized authority on diamonds, 
will be a guest speaker at the Cincinnati 
Regional Jewelry Show and Convention to 
be held at the Netherland-Plaza Hotel, 
Cincinnati, on September 4, 5 and 6. 


Will 
Lecture at 
Cincinnati 

Show 


Mrs. Hannaford, a member of the staff 
of the N. W. Ayer advertising agency, is 
the author of “Bigger Sales of Bigger Dia- 
monds,” and is a frequent lecturer at busi- 
ness colleges around the country. She will 
outline a program for jewelers, entitled, 
“Diamond Dreams into Diamond Dollars.” 

Another convention speaker will be 
Joseph Irwin, promotion manager of the 
Cincinnati Enquirer. He will speak on 
“Today’s Economy and the Retailer.” An- 
other of the business sessions will be de- 
voted to the subject: “Operating Your 
Watch Repair and Service Department for 
Profit.” 

Also scheduled, as part of the conven- 
tion activities, are the annual banquet and 
two cocktail parties. Entertainment will 
be provided by Mickey MacDougall. 





Pierce Named a Director 


Harlan J. Pierce has been named a 
director and vice-president of Phil Thal 
Jeweler, Inc., 611 Adams St., Toledo, 
Ohio, according to a statement by Philip 
A. Thal, president. He has been serving 
as general manager. 
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> John Anson Ford, Los Angeles county 
supervisor, addressed the July 12 meeting 
of the Jewelers 24-Karat Club in Los An- 
geles. His topic was: “A Glimpse of a 
Disturbed World.” The group’s annual 
installation dinner will be held on Octo- 
ber 27 at the new Beverly-Hilton Hotel 
according to Jules Lindenbaum and Walter 
Dorrer, co-chairmen of the event. 

> Mrs. Shirley Light, daughter of Herman 
Siegel, Herman Siegel Co., Inc., 151 South 
Broadway. Los Angeles. has been appointed 
chairman of the national P.T.A. conven- 
tion to be held in New York in 1956. 

> Swift and Anderson. Inc., Boston manu- 
facturers of binoculars, magnifiers and 
weather instruments, have opened a branch 
at 1693 Bayshore, San Jose. Clifford P. 
O’Brien is in charge of the new office 
which will service the 11 western states. 
Walter C. Newhouse will continue to rep- 
resent the firm on the West Coast. 

> The Horological Association of Califor- 
nia held its annual meeting on August 14, 
the opening day of the Seventh Annual 
Jewelry and Silverware Show, held at the 
Biltmore Hotel, Los Angeles. William 
Samelius, former dean of the Elgin Watch- 
making College. spoke on “Position Timing 
of Wrist Watches.” The Watchmakers of 
Switzerland showed a film entitled: “The 
Repair of Automatic Watches.” 

> The Perfecta Watch and Clock Co.. im- 
porters, 315 West Fifth St., Los Angeles, 
have been appointed sole distributors in 
California for Harris-Mallow, clock manu- 
facturers of Farmingdale, N. Y. 

> Walter Dorrer. of Higbee and Dorrer, 
chairman of the show committee. an- 
nounced a record attendance at the Sev- 
enth Western Jewelry and _ Silverware 
Show, held at the Biltmore Hotel, Los 
Angeles, from August 14 through 17. 

> Peter McCoy has returned to his father’s 
diamond firm, C. A. McCoy and Co., 704 
Market St.. San Francisco. His work there 
was interrupted by a stint in the Air Force. 
He will share the responsibility of Euro- 
pean buying with his father. 

>» Arthur Mayer, wholesale jeweler, has 
moved to larger quarters in Room 420, 
833 Market St., San Francisco. Previously, 
he was located at 101 Post St. Mayer spe- 
cializes in domestic and imported hair 
ornaments including combs, barrettes, hair 
bands, chignon pins and tiaras. 

> Max D. Holcombe. jeweler, of 1500 
Haight St., San Francisco, has celebrated 
his 22nd year in the jewelry business on 
the same site. He has served as president 
of the Haight St. Merchants Association. 
> More than 4,000 buyers attended the 
3lst San Francisco Gift Show, held from 
August 3 through 7, at the Civic Audi- 
torium, the Sheraton Palace, St. Francis 
and Sir Francis Drake Hotels and the 
Western Merchandise Mart. Over 1,000 
major lines were exhibited. A_ highlight 
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of the show was a “Window Display 
Clinic,” presented by the Bay Area Display 
Specialists. 

> Granville Jewelers, Inc., San Francisco, 
have announced that their sixth store will 
open in Modesto on October 15. C. R. 
Greenstone, president, reports that the new 
store, to be located on 10th St., will cost 
$100,000. He also announced that Sydney 
Frank had been elected a director and 
vice-president of the firm. He will con- 
tinue to serve as general manager. 

>» Hollis C. Hull, jeweler of Albany, Ore- 
gon, has been elected president of the 
Oregon State Board of Examiners in 


Watchmaking and Clockmaking. Wesley 
S. Shaner. 1400 Southwest Fifth Ave., 


Portland, Oregon, was re-elected secretary. 
» Lewis H. Service, retired jeweler of 
Berkeley, Cal., died July 13 after a heart 
attack. He was 85. In 1909 he established 
the L. H. Service Jewelry store at 2179 
Shattuck Ave. The business, now known 
as Leonard H. Service. at the same address, 
is run by his son, Leonard. The senior 
Mr. Service retired in 1936. He is sur- 
vived by his widow, Pauline, two sons, 
three brothers and two sisters. 

> Julius Zell, of Zell Bros., Portland, Ore., 
has contributed $100 to the American 
Cancer Society. The sum represented the 
amount that he lost on a bet with a friend 
over which one could lose the most weight 
in a 10-week period. 

>» Dates for the next California Gift Show 
are January 22-27, according to an an- 
nouncement by the show management. 

>» A new store has been opened by Good- 
man Jewelers at 133 North Euclid Ave., 
Ontario, Cal. Lester J. Kornfeld is the 
manager. 

> J. Jessop and Sons. Ine., 1041 Fifth 
Avenue, San Diego, have completed the 
remodeling of the store, according to an 
announcement by Richard Jessop, presi- 
dent of the 85-year-old retail jewelry firm. 
The project took 45 days and included 
the tearing down of a wall that had previ- 
ously divided two separate stores. Better 
service and increased display space were 
the aims of the store’s owners. 

>» Four California jewelers had a run of 
good luck recently while sport fishing. 
They caught no less than 37 marlin and 
sundry other varieties, while fishing off 
the tip of Lower California in Mexican 
waters. The group consisted of Lewis 
Milenback and his son Sheldon Milen- 
back, of Milen’s. Inc., Oakland; Sam 
Thorne, who has four jewelry repair de- 


partments on Army bases in the San 
Francisco area; and his brother Aaron 
Thorne, West Coast sales representative 


for the Benrus Watch Co. Sheldon Milen- 
back boated a 208-pound marlin, while 
his father caught the largest sailfish of 
the season, one weighing 149 pounds. 
(Continued on next page) 





Busy as a Bee! 


WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 
“SMOOTH AS SATIN" 


is keeping Jewelers’ silver stocks 
clean and untarnished . . . is keep- 
ing silver and glass showcases free 
of fingerprints . . . making store- 
keeping easier. 


NEW LUSTER is just as busy keep- 
ing Mrs. Homemaker’s silver shining 
and spotless . . . making honey for 
Jewelers, too — profitable sales for 
the many stores selling the attrac- 
tive 5 oz. package at $1.50. 


is NEW LUSTER working for YOU? 


FREE—If you haven't sent for your 
generous free sample yet, do it now. 
Wholesalers’ inquiries are welcome. 


EARL L. SMIT 


National Distributor 
315 W. 5th St., Los Angeles 13, Calif. 














“PROTECT 
MY PET” 


medals for those 
who love their pets. 


THE SAINT ROCH 


medal copyrighted 
exquisitely sculp- 
tured, a symbol of 
protection when at- 
tached to dog's col- 
lar. Worn on charm 
bracelets, too. Bronze 
$2.50; Sterling $3.50; 
14Kt gold $60.00, 
Keystone. 
















The BROTHERS Co. 


1707 Berkeley St. 
Santa Monica, Calif. 











GEORGE C. HOUSTON 


National Distributor of 
"LINDE" STAR 
Man-Made 
SAPPHIRES and RUBIES 


W'de selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 











213 





The 
Pride of Possession 


Haviland China 


renews and perpetuates 
the selling appeal 
of Haviland Patterns 


Theodore Haviland 
New York 






MADE IN AMERICA 


TAKE 
PAPER «ss 


COTILLION 


A Haviland design with continuous 
Motivation for More Sales 
Haviland & C° 


270 "ARK AVENUE, NEW YORK 17, N. Y. 





MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. 
AL, 4-0104 














WEDGWOOD. 


Bose China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDG WOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 














MARY RYAN 


225 Fifth Avenue, New York 


DECORATIVE 
Revel 3330) 1135 
FURNITURE 
GIFT AND ART 
NOVELTIES 





Merchandise Mart, Chicago 








& Ralph W. Scott Jewelers, Upland, Cal., 
has moved into a new store at 261 North 
Second St. 

}} George L. Hogg, who has been in the 
clock repair business in Des Moines, Iowa, 
for the past 20 years, has opened a clock 
repair shop at 2610 East Colorado St., 
Pasadena. 

+ Floyd and Ruth Thompson, owners of 
the Gem Box, Costa Mesa, Cal., have 
bought the jewelry store at 12899 Euclid 
St., Garden Grove, Cal., from Walter B. 
Thomisson. The new name of the store 
is Thompson Jewelry. 

> Friedlander and Sons, Inc., 501 Pike St., 
Seattle, will open a branch at the North- 
gate Shopping Center on November 1. 
The store will be on a corner site and will 
have a marble and glass exterior. The 
new store is the chain’s sixth. Other 
branches are located in Everett, Bremer- 
ton, Longview and Aberdeen. Paul and 
John Friedlander manage the business 
that was started by their grandfather, 
Samuel Friedlander, in Columbus, Ohio, 
in 1886. He moved to Seattle in 1904. 

>» The Diamond Exchange, located at 325 
West Fifth St., Los Angeles, has been in- 
corporated with a paid capital of $75,000. 
Newly elected officers are Lou Midas, presi- 
dent; Oscar Freedman, vice-president; and 
Ernest Dessy and E. W. Walters, directors. 
New tenants include New York diamond 
dealers and importers of novelty jewelry. 
According to the directors, indications are 
that all space will be leased by Novem- 
ber 1. 


Oneida Issues Warning 
To Japanese Imitators 


Oneida Ltd. Silversmiths have  an- 
nounced plans to issue a warning against 
design plagiarism by Japanese manufac- 
turers. Miles E. Robertson, president, 
said that this action was necessary be- 
cause “some import agencies are offering 
stainless steel flatware and _ silverplated 
flatware in behalf of Japanese manufac- 
turers which are deceptively similar to or 
are exact duplicates of designs made by 
Oneida Ltd.” 

The warning, which will be delivered 
through advertising, will point out that 
since “our previous warning notice of de- 
sign plagiarism, merchandise offerings 
have been made in our nationally adver- 
tised line of silverplate which carries our 
trademark “Community.” 

Mr. Robertson’s statement also warned 
that legal action would be taken against 
importers, dealers and sellers of merchan- 
dise made in designs “deceptively similar 
to or exact duplicates of Oneida Ltd. de- 
. ” 


signs. 


Trenton Store to Expand 


Irving Siegel, president of Hamilton 
Jewelers, Inc., 24 North Broad St., 


Trenton, N. J.. has announced that he 
has purchased the property occupied by 
the store and the adjoining property. 
He said that he planned extensive changes 
which would include enlarging the store 
in about six months time. 








Northwest Retail Jewelers 
Plan Annual Convention 


Committees for the Eighth Annual Pa- 
cific Northwest Retail Jewelers Convention, 
to be held at the Multnomah Hotel, Port- 
land, Oregon, March 4-6, 1956, have been 
announced by the Oregon State Jewelers 
Association. 

Members of the general committee will 
be William R. Johnson, chairman; John 


Tobin, Martin Zell, Frank Breall, Carl 
Greve, Harry Brambier, Rene Bloch, A. W. 
Molin, Nate Packouz, Harry Reingold, 


George Scott, John Nielson, Jr., Lee Daven- 
port, Allan Stevens, Rene Rueff and Lynn 
Paul. 

The program committee will consist of 
Axel Andersen, Mr. Molin and Edward 
N. Weinbaum. On the program advertising 
committee will be Mr. Zell, chairman; 
Ralph Erickson, Arthur Cohen, Mr. Bram- 
bier and Mr. Bloch. The reception com- 
mittee will consist of Mr. Johnson and 
Mr. Rueff, and the registration committee 
will consist of Mr. Nielson, Mr. Packouz, 
Sam Rogoway, Stanley Lythgoe, Richard 
Reingold, Jack Andersen, George Scott 
and R. E. Gustafson. Mr. Packouz, chair- 
man of the housing committee, will appoint 
the other members at a later date as will 
Mr. Breall who is heading the entertain- 
ment committee. 


B. D. Howes and Son Acquires 
Fifth Californian Store 


Durwood Howes, president of B.D. 
Howes and Son, California jewelers, has 
announced the aquisition of a new store 
in the Beverly Hilton Hotel in Beverly 
Hills. 





Shown in the photo, taken after the 


lease had been signed, are (l-r) Mr. 
Howes, Durwood Howes III, and Conrad 
Hilton. Other Howes stores are located in 
Pasadena, Santa Barbara, Huntington and 
Los Angeles. 


Greater Detroit Jewelers 
Hold Annual Golf Outing 


Members of the Greater Detroit Jewel- 
ers Association held their Annual Golf 
Outing at the Glen Oaks Country Club 
on July 13, according to an announcement 
by Herbert Eiges, executive secretary of 
the association. 

The program included a baseball game 
between Fred Simmons’ “Wildcats” and 
Lou Zimmerman’s “Sluggers.” A dinner 
was held after the game. Bernard Wein 
is president of the association. 
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September 


4-6—Omaha-Midwest Gift 
ton Hotel, Omaha, Nebr. 

4-6—Ohio Retail Jewelers Association, 
Annual Convention and Regional Jewelry 
Show. Netherland Plaza Hotel, Cincinnati, 
Ohio. 

4-7—Greater Miami Gift Show, Miami 
Beach Auditorium, Miami Beach, Fla. 

4-8—Dallas Gift Show. Baker Hotel, 
Santa Fe Building and Merchandise Mart, 
Dallas, Texas. 

4-8—Detroit Gift Show, Hotels Sheraton 
Cadillac and Tuller, Detroit, Mich. 

4-8—Allied Gift and Jewelry 
Hotel Adolphus. Dallas, Texas. 

10-12—Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Show. Hotel Hayes. Jackson, Mich. 

1-13—Salt Lake City Gift Show, Hotel 
Utah. Salt Lake City, Utah. 

11-14—Cincinnati Gift Show. Nether- 
land Plaza Hotel. Cincinnati, Ohio. 

11-14—Miami Beach Gift and Jewelry 
Show, DeLido Hotel, Miami Beach, Fla. 

11-15—Parker House Gift Show, Parker 
House. Boston, Mass. 

11-15—New York Boutique Show, Park 
Sheraton Hotel. New York, N. Y. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

18-19—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, Ia. 

18-20—Wisconsin-State Gift Show, Mil- 
waukee City Auditorium, Milwaukee, Wis. 

18-21—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 


Pax- 


Show. 


Show, 





October 


1-5— Detroit Sales Associates Fall 
Jewelry Show, Hotel Statler, Detroit, Mich. 

24—Phoenix Souvenir & Giftware Show, 
Westward Ho Hotel, Phoenix, Ariz. 

2-5—Philadelphia Gift Show, Hotel Ben- 
jamin Franklin, Philadelphia, Pa. 

15-16—Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 


November 
6-17—United Jewelry Show (for whole- 
salers only), Sheraton Biltmore Hotel, 


Providence, R. I. 


New Store Opens in Dayton 


Jack Rosenthal, owner of Roston Jewel- 
ers, Third and Jefferson Sts., Dayton, 
Ohio, has announced that his firm will 
open a new store in the lobby of the Knott 
Building, 40 South Main St. 
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Olsen Sets Convention Dates 
For Next Year's NJA Sessions 


The 1lth annual post war Convention 
and Jewelry Fair, sponsored by the Na- 
tional Jewelers Association, will be held 
at the Conrad Hilton Hotel, in Chicago, 
from July 29 to August 2, 1956. 

According to the announcement, made 
by Clarence Olsen, chairman of the con- 
vention committee, next year’s session, 
which is being held somewhat later than 
heretofor, will not conflict with the Demo- 
cratic National Convention which is to 
take place in Chicago at approximately 
the same time. 

This year’s convention was held at the 
same hotel from July 24 to the 28. 


Action on Silver Act 
Delayed Until Next Year 


Backers of legislation to repeal the Silver 
Purchase Act, under which the government 
is required to purchase all domestically 
mined silver offered to the treasury at a 
set price, are going to have to wait until 
next year for possible action. 

But they won’t have to start all over 
again. The bill, under congressional pro- 
cedure, remains on the docket during ad- 
journment, and records of the hearings 
already held may be used. Additional hear- 
ings on the bill next year, however, are 
expected. 
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Easy to Use 
Suitable for on- 
graving stainless 
steel, gold, silver 
and other metals. 


CNP 

FOR 2 OR 3 DIMENSIONAL ENGRAV- 

ING AND DIE CUTTING ON A WIDE 
RANGE OF JEWELRY WORK 


The 3D-5 PANTO Engraver: 

Cuts medallion, ring and —— dies, steel 
stamps or any bas-relief design as well as 
lettering, name plates, trophies, signs, ete. 


A Full Line 
of Engraving 
Equipment and 
Accessories. 





TRADE MARK 


PANTS 


Write for illustrated 
literature and indicate 
work you wish fo do. 

















H. P. PREIS ENGRAVING MACHINE CO. 


657 U.S. Highway 22 Hillside, N. J. 
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‘Rocket Cylinder 


Crystals. Each crystal is pre- 


cision molded of extra-heavy Lucite, with SUC’s 


tapered side wall, accurately sized to fit bezel 


Withstand filing, unbreakable, non-inflamma 


ble, wil 


never discolor or shrink, will retain 


diamond like brilliance. Complete coverage in 


all ranges and sizes 


CRYSTALS 


WATERPROOFS - 


CYLINDERS - 


Ask 


of over 


FLAT TOPS - 


ROUNDS - FACETS 


GABLES 


for complete catalog 


1820 crystal sizes 


STANDARD UNBREAKABLE WATCH CRYSTALS. INC 
123 East 144th Street 
New York 51,N.Y 











WORKSHOP 


HOW SHALL 1-? 





RENCH CLOCK —Am somewhat stumped by a 


French clock, about its pendulum suspension. There 


is something missing. What is there, has no place where 
a steel spring, as all other French clocks have, could be 
put in. There is a brass rod with a pin in it, and above 
it is a brass pulley fastened to steel rod with square on 
clock dial, which seems to be a regulator. Pendulum rod 
has a hook on top. What should be done? (Question 
No. 6509) P. A. 


Answer 





Apparently this clock has a silk-cord sus- 
pension, occasionally used in fine old French clocks, but 
hardly ever in clocks made since about a century ago. 
There was some variety in details, but in a general way 
I suggest fastening a piece of fine silk thread at one end 
on the regulating-roller or pulley, and the other end, 
on whatever you see for that purpose, on the outer end 
of the brass rod extending outward from the clock-plate; 
the length of cord being such that with the pendulum 
hanging on it by its hook, the cord will form a V-shaped 
outline, this triangle being about one-half inch in height. 
Regulation is accomplished through the key-square at 
dial front, winding up or letting down some of the cord 
on its pulley, which lessens or increases the height at 
which pendulum hangs, making it run faster or slower 
accordingly. 


ILING WATCHES—I have read what I want to 

know, a long time ago, in JCK articles, but wouldn’t 
want to hunt for it, and would like to know the rule for 
all the places to oil, in a watch, and all the places that 
must not be oiled. (Question No. 6510) F. G. 


A nswer—The “rule” is: Oil every place where there 
is sliding friction; and don’t oil where there is rolling 
friction. This means oil must be used on pivots, on the 
coils of the mainspring, on all acting parts of the escape- 
ment except the roller-jewel; on the sliding parts of 
stem-wind and setting work. Wheel teeth and pinion 
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QUESTIONS 
AND 
ANSWERS 


leaves are not oiled; the friction of their action is of the 
“rolling” kind. To oil any parts where not necessary, 
would really cause friction after the oil becomes thick- 
ened; this would introduce “fluid friction,” instead of 
lubrication. 


WEEP-SECOND HAND—Our watch repair man has 

lots of trouble with sweep-second hand watches 
stopping, and he thinks maybe you could supply some 
book that would inform him how to avoid this. Can you 
advise? (Question No. 6511) P. J. 


A nswer-—The trouble mentioned could be due to con- 
tact of the sweep-second hand with the dial, with the 
underside of the crystal or the minute hand, as the 
sweep-hand travels around. It is hard to detect this by 
simply looking through the watch crystal. Inspection 
should be made first without putting the bezel and 
crystal on the case. In this condition. press the sweep- 
hand on its arbor gradually, until it clears the minute- 
hand in all position around the dial. but without any 
more than just safe clearance. See also that the point of 
the hand is not bent down enough to touch the dial: 
check this all the way around. Then put on the bezel 
with crystal, and note whether the hand moves around 
the entire circle without any slightest dragging motion. 
If it shows any lack of “snap” and freedom in its 
motion, as the watch runs (at this test. do not use the 
hand-setting, but let the movement turn the hand), or if 
the watch stops, remove the crystal and apply a film of 
oil to the hand near the tip. Replace the crystal; let the 
watch run a while: examine the underside of crystal; if 
poor motion is due to hand rubbing, you will see a trace 
of oil on the crystal, and this should be exchanged for 
one that-is “higher,” with more vertical space under it 
for the hands. If no oil is found on the crystal, then the 
trouble is somewhere in the mechanism of the move- 
ment. Of course, no general advice can be given on this; 
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F PHONE... 
' WRITE... 





seETHE NEW 





. only 8!/5"x13". Weight, 17!/5 lbs. 
ODD-BEAT RECORDS 


. . « gear-shift — for single-line records. 


UNCASED MOVEMENTS 


. . . (or cased) — tested in all positions. 






b REMOVABLE MICROPHONE 

Ls . test watches—on customers’ wrists. 
ie HAIRSPRING VIBRATOR 

. . complete (except for your tweezers). 
Bi WATCH HOLDER 


. . « Non-magnetic throughout. 


NYLON GEARS 


. . . Need no oiling... . ever. 


MANY OTHER FEATURES 


. . mail the coupon ... today. 





American Time Products, Inc. 


580 Fifth Ave., New York 36 ~ Name _ 





Gentlemen, 

Certainly | want to see the NEW Store 
WatchMaster and inspect its new 
features. ~ Address 








Have a representative call (with- 
out obligation, of course). City, State 


AMERICA’S STANDARD % MADE BY AMERICANS 
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one of a hundred possible faults or combinations of 
faults might be present. If you would write us specifi- 
cally about “symptoms” or conditions in any particular 
jobs, we may be able to advise on them, but you would 
have to give us details very fully; there are many forms 
of construction in such watches. 


URGENSEN WATCH—Is an old watch made by 
Jurgensen a rare watch, and what would be a fair 
idea of its value? (Question No. 6512) C. R. 


Answer—Watches bearing the Jurgensen name as 
maker are usually rare and valuable if made in Copen- 
hagen, Denmark, by Joergen Jurgensen, 1780-1810 or 
Urban Jurgensen, 1810-1830. These Jurgensens, father 
and son, were eminent horologists, who did not make 
great numbers of watches, so that existing watches made 
by them are rare. A son of Urban Jurgensen’s, Jules 
Jurgensen, moved to LeLocle, Switzerland, and between 
about 1840 and 1877 made excellent watches, but so 
many that they are not very rare today, although of 
high quality. Jules Jurgensen generally used on his 
Swiss-made watches the address “Copenhagen,” so this 
address on a watch should not confuse it with those 
made by his father or grandfather in Copenhagen. Suc- 
ceeding owners of Jules Jurgensen’s Swiss factory and 
trade-mark, have continued to produce watches so 
named; Lut these, of course, are not to be considered as 
collectors’ specimens; nor are to be so considered any of 
Jules Jurgensen’s work except perhaps some of his 
earliest watches made a century or more ago, or espe- 
cially complicated unusual pieces that he sometimes 
made to order. To judge whether any Jurgensen watch 
is valuable, we should be given a complete technical 
description of it. 


een TOOLS—In my bench is a set of tools I 

never knew the use of, very old. Six slim brass 
handles, at one end a steel disc with square corners, at 
other end a steel disc with round corners. What are these 
for? (Question No. 6513) J. K. 


Answer — These are Swiss countersinks, made for 
cutting oilcups around pivot holes drilled in metal plates 
or bridges. The square-cornered discs countersink the 
form of the oilcup; the round-cornered one on the other 
end of the handle is used to give the cup a high polish. 


WISS CYLINDER—For pivoting a Swiss cylinder, 

how should the work be held in the lathe? The 
part the chuck has to hold is only a half of the tube, and 
I am afraid this might break while drilling for the pivot. 
(Question No. 6514) S. N. 


Answer—You are right about danger of breaking 
the half-shell, if you would chuck the job by that. The 
right way is to push the entire cylinder out of its brass 
hub, and enter it in a chuck for its entire length; then 
the strain will be on the solid upper portion of the shell. 
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For removing cylinder from brass, lay the bottom of 
brass on a bench-stake with hole large enough to take 
in the cylinder; place a tubular steel punch over the 
top of the cylinder and strike light hammer blows on 
punch. Sets of cylinder punches are sold by material 
houses, or may be easily made, by drilling assorted sizes 
of holes in steel rod, and turning down outsides until 
a rather thin shell is left outside holes. 


IVOT DRILLS—Is there any way to prevent a good 

many of my pivot drills being overheated and burnt 
while hardening them? After putting them in the alco- 
hol flame, the small heads get white-hot before I can 
take them out. (Question No. 6515) J. W. 


Answer—Crush some jewelers charcoal to powder. 
Fill with this a small thin metal box of any capacity that 
will not much more than hold your quantity of drills 
together with enough of the powder to insulate them 
from each other and the inside walls of the box, and 
have the drill-heads well packed in powder. A 22-caliber 
fired copper cartridge shell can be used as a box. Heat 
the box and all to a clear red; a slightly brighter red than 
average “cherry” red used for hardening naked steel. 
Carry the whole quickly to the water, and invert the box 
so that its open end is under water; then spill the drills 
into the water. This not only prevents burning the steel, 
but enables hardening a quantity of drills at one opera- 
tion. 


IBRATING HAIRSPRINGS—I would like to have a 

full explanation of how to vibrate hairsprings to 
match balances, including description of tools to use, and 
whether I could make the tools. (Question No. 6516) 
J. WW. 


Answer—To answer your question fully enough to 
be of practical value would occupy much more space than 
there is in several issues of this Department. We sug- 
gest that you study this subject in the book, “Practical 
Balance and Hairspring Work,” by Walter J. Kleinlein. 
This book may be had postpaid from our Book Depart- 
ment for $3.50. In it you will find full and clear ex- 
planation of procedure and illustrations of tools used. 
Some of these tools you could perhaps make, although 
most of them could be bought for less than the value of 
the time you would spend in making them. 


NBREAKABLE CRYSTALS—Do unbreakable watch 
crystals cause rust on the watch hands? (Question 


No. 6517) G. M. 


A nswer—tThe answer to your query is that unbreak- 
able crystals made of the materials customarily used 
today do not rust watch hands. The earliest unbreakable 
crystals were made of celluloid, which did cause rust. But 
we believe that none of the manufacturers of these crys- 
tals now uses celluloid and that any unbreakable crystals 
furnished now will not cause rust. 
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Toastmaster Offers Retailers 
Three Profit-Building Plans 


Toastmaster is currently offering re- 
tailers three special profit-building plans 
as part of its recently-launched “Golden 
Slice” promotion. 


The first plan offers retailers a profit of 
$13.75 on the 1B16 model two-slice Power- 
matic toaster. Also offered is a Toastmaster 
B18 automatic toaster at a cost of $11.25 
with an order for any six toasters of “Toast 
’n Jam” sets, and a #B18 automatic 
toaster for $13. Available free with the 
first plan is a “Golden Slice” display made 
of mirror silvering and vacuum metalized 
molding over a masonite and wood base. 


The promotion will be backed by full 
page ads in Life, Saturday Evening Post 
and other national consumer magazines. 
A free merchandising kit, containing a 
sales fact booklet, 9-piece display kit, 
direct mailers, full-color ad reprints, is 
available. 


New Amity Billfold Package 

Serves As Individual Display 
Amity Leather Products Co., West Bend, 

Wisconsin, has introduced a new billfold 


merchandising package for eight of its 
models in the “Collectors Series.” 


The new package, shown in the photo, 





opens out and back to set up as a display 
in itself. Closed, it is a gift package. The 
package is 5%4” square and 114” deep. 
The series includes five billfolds for men 
and three for women, retailing from $5 to 


$10. 


Bosca Co. Opens Eastern 
Sales Office in New York 


Hugo Bosca Co., Inc., Bosca Park, 
Springfield, Ohio, has opened new Eastern 
sales office in the Empire State building, 
New York. The new office, under the direc- 
tion of Roger H. Heylin, will display the 
entire line of Bosca-Built leathergoods. 
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| Flex-Let Introduces Rotating 
Display For Watch Bands 


Flex-Let Corp. is currently making 
available to jewelers a new watch band 
display which features gyroscopic motion. 


The display, shown in _ the 


photo, 


operates on either AC or DC current. 
It is finished in rose and lavender cry- 
stelle velvet and holds four men’s and 
four ladies’ bands. 


Alstater Watch Introduces 
New ‘Bellette’ Wrist Alarm 


Alstater Watch Corp., 16 West 46th St., 
New York, has introduced a new water- 
resistant wrist watch called ‘“Bellette,” 
which will retail for $69.50. 

The watch, shown in the photo, has a 
patented colored alarm-set indicator which 
glows in the dark and a simple 10-minute 








alarm setting. Its crown cannot move when 


set. The Bellette has a clear bell tone 
alarm and an Incabloc 17-jewel movement. 
It also features the Alstaflex unbreakable 
| mainspring. 
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Ball Co. to Represent Elgin 
With Railroad Inspectors 


A. L. Rowe, vice president in charge of 
marketing for Elgin, has announced that 
the Ball Company will assist Elgin in the 
distribution of its products te railroad 
time inspectors. 

The Ball Company will carry a repre- 
sentative line of Elgin watches and will be 
kept informed on Elgin products, promo- 
tions and advertising. 


Oneida Offers Anti-Tarnish 
Chest For ‘Twilight’ Pattern 


Oneida Ltd. Silversmiths is now offering 
an anti-tarnish chest for its recently-intro- 





duced “Twilight” pattern. 

The new chest, shown in the photo, holds 
a 54-piece service for eight and is avail- 
able in either mahogany or modern blond. 
A 6-piece setting is displayed in the cover 
and the knives are stored in the drawer. 
The 54piece service for eight retails for 
$84.75. 


G. E. Merchandising Contest 
Offers Caribbean Cruise 


A 12-day Caribbean cruise aboard the 
luxury liner S.S. Mauretania for dealers 
and distributors and their wives will be 
the grand prize in a new series of General 
Electric small appliance division merchan- 
dising contests. 

Each of the division’s four departments 
will hold the contests as part of their 1955 
merchandising programs. Winners will 
be selected by GE on the basis of what 
it considers the most complete and best- 
balanced dealer merchandising activities 
during the specified period. 
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Unique 4-Company Promotion 
Features ‘Twilight’ Pattern 


A merchandising campaign now being 
launched in stores throughout the country 
is known as “The Christmas Table Cloth 
Promotion.” It is backed by Oneida Ltd. 
Silversmiths (With “Twilight” Community 
Plate), Indian Head Mills, Inc., and Trim- 
tex products. 

The theme is “Set a pretty table with 
Twilight . and make a pretty table 
cloth with Indian Head all-purpose cot- 
ton.” A four-color full-page ad supports 
the promotion. Headline is: “New Christ- 
mas Idea! Quick make these stunning 
switch-about cloths and party centers... 
for year ‘round party glamour.” 

Media schedule for the ad represents 100 
million readers in national magazines and 
Sunday supplements. 

Retailers can capitalize on the promo- 
tion by using special displays, distributing 
instruction booklets for consumers and by 
duplicating the table settings shown in the 
ads. Notions and piece goods departments 
will coordinate their displays and table set- 
tings with “Twilight” flatware which will 
produce multiple consumer exposure upon 
which the jeweler can capitalize. 

1800 Singer Sewing Centers will also 
feature the promotion. 


Artcarved Jewelers Offered 
New Full Color Displays 


J. R. Wood & Sons, Inc., manufacturer 
of “Artcarved” diamond rings, is now 
offering a wide selection of displays to 
all authorized Artearved jewelers. 

The displays, one of which is shown 


\ Artcarved 














in the photo, are in full color. They 
feature Artcarved’s new “Permanent Value 


Plan.” 


Ronson Publishes Order Guide 
For Lighter Accessories 


Ronson has published its new lighter 
Accessory Order Guide to assist retailers 
and make it easier for them to order the 
firm’s accessories. The guide lists the vari- 
ous accessories pictorially and by stock 
number, and indicates the unit of sale and 
case packing. 
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Movie Star Marie MacDonald 
To Promote Duane Jewels 


Duane Jewels of Providence will repeat 
its policy of Hollywood star tie-ins on a 
larger scale this fall. Marie MacDonald 
will display the firm’s jewelry, in line with 
the motto: “As bright as the stars, as 
worn by the stars.” 

The firm’s fall promotion will include 
a direct mailer, counter cards, price tags, 
full color catalog sheets and a series of 
ads in national magazines. 


Bradley Time Corp. Offers 
New Davy Crockett Watch 


The Bradley Time Corp., 19 West 
24th St.. New York, is marketing a new 
Davy Crockett Watch for children. The 
frontiersman is depicted on the dial of 
the watch holding his rifle. 





Available in two models, the watch 
retails for $4.95 and $6.95. The watches 
are sold in boxes that also serve as ef- 
fective counter displays. 


New Haven Offers Four-Pack 
Display of Electric Clocks 

New Haven Clock and Watch Co., 140 
Hamilton St.. New Haven, Conn., has 
introduced this new four-pack display 


of electric alarm clocks. 
Models include “Elite,” $3.98; “Elite 


FLECTRIC ALARM CLOCK fully 
, 3 YS 





Radium Dial,” $4.98; “Harmony,” $5.95; 
and “Viking.” $5.95. Several other as- 
sortments are available in similar multi- 
packs. 














Orange Blossom Offers Series 
Of Movie and TV Playlets 


New movie playlets in full color for 
theaters and in black and white for TV, 
are now being offered by Traub Manu- 
facturing Co., Detroit. maker of “Orange 
Blossom” rings, to its franchised dealers. 

The series includes 13 color movies 





for theaters, 13 TV playlets and two long 
TV plays. Each has provision for a 
trailer with the dealer's message. Themes 
include selection of a quality diamond, 
interlocking bridal pairs (shown in the 
photo) and the romantic angle. 


Kem Cards Presents 
New Plastic Case 


A new plastic shell. that holds a single 
deck of cards, has been announced by the 
Kem Plastic Playing Cards, Inc., 595 Mad- 
ison Ave., New York. 

The new shell, shown here, in red and 





grey, can be opened by the retailer so 
that the design of the cards is visible. 
Kem cards are washable and are guaran- 
teed. Deck and case retail for $3.95. 


Syroco Issues 6-Page Catalog 
Of Fall and Winter Numbers 


Syracuse Ornamental Co., Inc., Syra- 
cuse, New York, has issued a free catalog 
showing its new fall and winter numbers 
in its decorative wall accessories.  Illus- 
trated or described in the file-size, 6-page 
folder are nine case designs, most of which 
are available with clock and barometer 
movements, and eight new wall plaques 
and wall sconces. 

All of the new Svroco accessories are 
available in metalgold. To make possible 
related, multiple item sales, many of the 
clocks and mirrors are designed to en- 
semble with matching sconces and 
brackets. 
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Incabloc Will Offer Retailers 
Free 3-Dimensional Display 
Incabloc Corp., 15 West 46th St., New 
York, will soon offer retailers a_three- 
dimensional display which features a 
group of Incabloc-protected watches. 


ee ee 


incabloc 


erected 





The display, shown in the photo, has 


a gold finish base and is colorfully de- 
signed in red, gold and black. It car- 


ries through the Inecabloc national ad- 


vertising theme. 


Herzberg Crowns and Tiaras 
Will be Featured This Fall 


The Hugo Herzberg Co.. St. Louis, 
has announced that its fall collection will 


include a complete line of rhinestone 
tiaras and crowns. The company has 
expanded these items because of the 


increasing demand for them by organiza- 
tions who crown queens at various times 


of the year. The company also reports 





&. / 


that they are growing in popularity for 
formal evening wear. 

Shown in the picture is a Herzberg tiara 
with matching rhinestone necklace and 
earrings. The new line will be seen during 
the summer at jewelry shows in Dallas, 
Denver, Memphis, Atlanta, Minneapolis. 
Indianapolis, Amarillo and Kansas City. 
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Omega Awards Trip to Europe 
To Its "Best Salesman’ 


Benton N. Sallan, salesman for Omega 
watches, was recently awarded a free trip 
to Europe after being selected “Best Sales- 
man of the Year.” The award was based 
on both total sales and increased volume 
from regular customers. Mr. Sallan visited 
the Omega factories in Switzerland dur- 
ing his trip. 





International Silver Awards 
$1,000 A Day in Prizes 


International Silver Co. offered $1,000 
a day in prizes at the ANRJA show at the 
Waldorf Astoria hotel last month. 

Prize winners guessed how many cups 
were held in a giant beverage pot which 
was fashioned in the firm’s new “Flair” 
pattern. The close: guesses each day won 
a fine selection of silverware prizes. 





National Silver Co. Acquires New Plant and Showrooms 












Feature Ring Offers New 
Motion Display for $25 


Feature Ring Co., Inc., 130 West 46th 
St., New York, maker of “Feature Lock” 
rings, is offering retailers a new 
motion display. 

The display, shown in the photo, con- 
sists of a continuously opening and clos- 
ing curtain, alternately exposing a_ bridal 


now 





light is 


A flashing 
mounted behind the plastic name panel. 
The display is slotted to hold a number 
of Feature ring sets. 

It is 19” high by 19” wide by 1214” 


couple on_ steps. 


wine or blue velvet 
Cost is $25 plus 


deep and comes in 
in white and gold. 
transportation charges. 





National Silver Co., 295 Fifth Ave., 
New York, a pioneer in the field of stain- 


less flatware, is now celebrating its 65th 
anniversary with an extensive expansion 
program. 

The firm has acquired a new one-story 
plant (shown in the photo) at New Bed- 
ford, Mass., which will employ approxi- 
mately 1,000 people. In addition, a newly- 
constructed 4-story building (shown in 
the photo) has been acquired to house its 
showrooms and executive offices. The com- 
pany will move to this new location in 
January, 1956. 

National Silver has also engaged Rus- 
sel Wright, world-famous industrial de- 
signer, to design its sterling, silverplate 
and stainless flatware and hollowware, as 
well as its cutlery and kitchen tool lines. 


Hollandia Co. Introduces 
New Box For Marvin Watches 


A new Marvin watch box has been 
created for The Hollandia Co., Inc. 630 
Fifth Ave., New York. exclusive U. S. 
agents for Marvin watches. 

The new box, shown in the photo, was 
styled by Design Associates Ltd., New 
York, and produced by Farrington Manu- 
facturing Co., Needham. Mass. It is 
covered in charcoal Texol and has 
a miniature gold crown on top. White 


gray 





satin and red velvet line the inside. The 
Farrington Co. intends to send samples to 
prospective customers. 
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New Ronson Counter Cabinet 
Displays Up to 20 Lighters 


Ronson is currently offering retailers 
a compact countertop cabinet, in genuine 
maple, which holds up to 15 pocket 
lighters and up to 5 table lighters. 

The cabinet, shown in the photo, takes 
up less than 12” of counter space. It has 
a mirrored back on the hinged door, which 
glamorizes the contents and_ intensifies 





erneeereinenrceetes 


lighting. The pocket lighter tray, in red 
velvet-like covering, is removable for easy 
counter demonstration. 


Timepiece With Alarm 
Presented to Nixon 


At a recent White House ceremony 
held during the llth annual convention 
of the National Association of Watch 
and Clock Collectors, Vice-President 
Richard Nixon was presented with a 
Vuleain “Cricket” Alarm Watch which 
can -be set for any minute of any hour. 





The presentation was made by W. Bar- 
clay Stevens. 


L. Luria & Sen te Distribute 
General Electric Radio Line 


The appointment of L. Luria & Son, 
Inc., Miami and New York, as distributor 
for General Electric’s line of portable, 
table and clock radios has been announced 
by Leonard Luria, sales manager of the 
organization. Luria’s fall promotional pro- 
gram includes new dealer aids, newspaper 
mats and other sales material. 
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Housewarming Party Marks New 
Offices of Gale Creations 


More than 400 members of the costume 
jewelry industry and the press recently 
attended the Housewarming Party of Gale 
Creations of New York at its new offices 
and showrooms at 393 Fifth Ave. The 
firm, which manufactures “Cindarella 
Jewels,” will sell direct to retailers. 

This policy, according to Samuel Gale, 
president of the firm, will provide rapid 
delivery, more personal service and allow 
the merchandise to be marketed at the 
lowest possible prices. 


Boker Tree Introduces New 
4-Knife Assortment for $5.95 


H. Boker & Co., Inc., 101 Duane St., 
New York, manufacturer of “Boker Tree” 
brand cutlery, has introduced a new assort- 
ment of stainless steel kitchen knives. 

The assortment, shown in the photo, 








includes a 12%” carving knife, a 121” 
French chef, a 9” serrated edge junior 
chef and a 714” paring knife. The han- 
dles are Pakkawood, fastened with brass 
tubular rivets, and are burn and stain 
resistant. The set retails for $5.95. 


Wm. Rogers & Son Offers 
Table With Silver Drawer 


The Wm. Rogers and Son Division of 
International Silver Co. is offering a 71- 
piece silver service and a multi-purpose 
table with a fitted drawer at a special 
retail price of $84.50. This represents a 
saving of $22.50 on the regular retail 
value of the silver and table. 

The set consists of eight place settings, 
eight additional tea spoons and_ seven 
serving pieces, It is available in three 
patterns: “April,” “Primrose” and “Vic- 
torian Rose.” 

The table is 15” high, and the top 
measures 18” by 36”, making it suitable 
for use as a coffee table. The storage 
drawer, unobtrusive when closed, pulls 
out from both sides. It holds a com- 
plete service for 12. 





Heirloom Sterling Creates 
Tray for Queen Elizabeth Il 


A special sterling tray was recently 
created by Heirloom Sterling division of 





Oneida Ltd. Silversmiths for a surprise 
presentation to Queen Elizabeth II of 
Great Britain. 

The photo shows Howard S. Andrews 
of Oneida Ltd. delivering the finished 
tray to John T. Tuttle, publisher of the 
Oneida Daily Dispatch. Tuttle, one of 
12 surviving members of the King’s Royal 
Rifles Corp., arranged to have the tray 
presented to the Queen during ceremonies 
at Winchester, England. 


New Speidel Display Features 
"Best Selling’ Watch Bands 


Speidel is now offering a new “Library 
of Best Sellers” dispiay for its 1956 men’s 
and ladies’ watch bands. 

The display, shown in the photo, has 
as its background a simulated open book 
with a glass front. Ladies’ bands are on 
one “page” and men’s on the other. The 
display can be used as an easel in the 





window, as a counter display, hung on 
wires in the window or as a tilt front for 
the Speidel inventory control cabinet. 


New Hermes Offers Dealers 
Seai-O-Mat Display in Color 


New Hermes Laminating Machine Co., 
13-19 University Pl., New York, is now 
offering dealers a new counter and win- 
dow display card for its “Seal-O-Mat” 
portable laminating machine. 

The Seal-O-Mat display is printed in 
color with actual samples of laminated 
photos and cards mounted on panels. 
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1847 Rogers Bros. Offers New 
Juvenile Silverware Display 


A new display unit designed to stimu- 
late impulse buying is now being offered 
by 1847 Rogers Bros. to help dealers boost 
sales on the firm’s line of juvenile silver- 
ware. 

Focal point of the display is a train of 
1847 vintage with nursery animals as engi- 
neer and crew. Shelves provide display 
space for a wide range of juvenile pieces 
packaged in silverware-and-toy combina- 
tions. The display is offered free with an 
order of juvenile merchandise totaling 
$100 net. Cost without the order is $5. 


Longines-Wittnauer Introduces 
New ‘All-Proof Stylist’ Model 


Longines-Wittnauer Watch Co. has intro- 
duced a new model wrist watch called the 
“All-Proof Stylist,” which will retail for 
$175. 


The new watch, shown in the photo, is 





protected against water, dust, rust, shock 
and magnetism by the firm’s exclusive case 
construction. The Stylist is available with 
a black or white dial with 18K gold hour- 
markers. The suede strap has a 14K gold 
buckle, and the case is hand-lapped 14K 
gold. 


Karlan & Bleicher Offers New 
Satellite’ Diamond Setting. 


Karlan & Bleicher, Inc., has announced 
the introduction of a new “Satellite” dia- 
mond setting which will be made avail- 
able on over 1000 of its conventional ring 
styles and to most of its men’s ring line. 

The new setting, shown in the photo, 





has four small diamonds beneath the cen- 
ter diamond. According to the firm, its 
setting method makes center diamonds 
look almost twice their actual size and 
almost twice as brilliant. Satellite settings 
will be available in K & B’s entire lock-set 
line. A complete newspaper mat service 
will be offered through wholesalers. 
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Sarkin Reports Favorable Response to 'Kin-Lock' Promotions 


David Sarkin, Inc., 37 West 47th St., 
New York, reports its three “Kin-Lock” 
set diamond ring promotions are being 
well received in the trade. 

The promotions, shown in the photo, are 
aimed at creating store traffic and repeat 
business on three separate occasions. Each 
Kin-Lock set is accompanied by a give- 
away wooden plaque. A customer can have 





her 8x10 wedding picture laminated on 
the plaque by bringing it into the store. 
When she later returns to pick up the pic- 
ture, it is the third selling opportunity for 
the jeweler. 

Each retailer purchasing a Kin-Lock 
package receives a free plaque, a news- 
paper mat and a display unit. 





New Photo-Sculpture Process 
Reproduces Photo in Gold 


A new process that reproduces a three- 
dimensional portrait in 14K gold from any 
photograph has beer developed by Photo- 
Sculpture, 42 West 48th St., New York. 

Photo shows a bracelet disc and a cuff 
link made by the new process. The firm 
creates the gold likenesses by taking a 
photograph of a photograph. An especially- 
equipped camera then carves a mirrored 
picture in gold with details standing out 
in telief. 

Within the next 60 days, a line of jewelry 
for men and women will be introduced 





by the firm, including bracelet discs, neck- 
lace medallions, cuff links and key chain 
fobs. The large round discs will retail for 
$110, smaller rounds at $60 and cuff links 
at $130. Distribution will be on an indi- 
vidual order basis. Eact. unit is fully guar- 
anteed on a money back basis. 


Dason-Lock Issues Annual 
Book of Ring Selling Ideas 


Henry Davidson, president of Davidson 
& Sons Jewelry Co., Inc., 20 West 47th 
St., New York, maker of “Dason-Lock” 
diamond rings, has announced that the 
firm’s annual “Blue Book of Ring Selling 
Ideas” is now available to jewelers. 

The book is printed in full, natural 
color throughout. Included are such items 
as diamond initial rings, diamond _birth- 
stone rings, Dason-Lock bridal pairs and 
diamond Masonic rings. 








Eureka Mfg. Co. Will Pay 
Freight on $100 Orders 


Eureka Manufacturing Co. of Taunton, 
Mass., has announced that in order to 
equalize the cost of silverware chests, and 
assure jewelers of their full mark-up, it is 
assuming rail freight charges on any chest 
order amounting to $100 or over. 


Cordane Acquires Physical 
Assets of Hacking-Schleicher 


Cordane, Inc., subsidiary of Danecraft, 
has acquired the physical assets of Hacking 
& Schleicher, Inc., 36 Garnet St., Provi- 
dence, manufacturer of rings and rhine- 
stone sterling silver jewelry. 

Manufacturing operations will continue 
at 36 Garnet St., Providence. Showrooms 
are located at 366 Fifth Ave., New York. 


New Croton Machine Winds 
And Tests Self-Winders 


Croton Watch Co., 404 Fourth Ave., New 
York, is currently offering dealers an au- 
tomatic winder and testing machine for 
self-winding watches. 

The new machine, shown in the photo, 
is called the “Oscillator Master.” It will 





automatically wind up to four watches at 
a time. The Oscillator is said to detect 
the slightest rubbing of the self-winding 
mechanism against the case, a defect in 
many self-winding watches. The Oscillator 
costs $29.95. 
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‘Telaeze’ Now Imprinted With 
Firm Names and Addresses 


Eze Co., 17640 Fonthill. Torrance, Cali- 
fornia, is now offering its newly-introduced 
“Telaeze” gadgets imprinted with firm 
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names and addresses. 

The Telaeze, shown in the photo, at- 
taches to a telephone receiver and allows 
a woman to telephone without removing 
her earring. The Eze firm will stress the 
idea that retailers can use the gadget as 
a give-away item during the Christmas 
season. The gaagets are made of plastic 
and come in red, blue, biack, green and 
ivory. They retail for 80c. 


Keepsake Signs Steve Allen 
For New Series of Commercials 


After a successful initial season, A. H. 
Pond Co., Inc., manufacturer of “Keep- 
sake” diamond rings has re-signed Steve 
Allen to do a new series of commercials 
on the NBC-TV show “Tonight.” 

Allen will begin a series of 13 Friday 
nights on September 23. Each of the new 
commercials will be dealer-localized. 


Bridal's White Gold Rings 
To Be Rhodium Finished 


Bridal Ring Co., 87 Nassau St., New 
York, has announced that henceforth all 
numbers in the firm’s regular line of white 
gold rings will be rhodium finished. 


‘Vienna’ Watch Highlights 
Gruen's ‘Newest Look’ Theme 


Gruen Watch Co. has introduced a new 
ladies’ wrist watch. the “Vienna,” which is 


styled in conformity with the firm’s new 





advertising theme: “Gruen—the newest 
look in time.” 

The watch, shown in the photo, has 
finely pleated heart designs which accent 
the small round dial and which are re- 
peated as cord holders. The watch is 14K 
gold and retails for $115. 

Gruen’s “newest look” will also include 
packaging and merchandising. 
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Enicar Watch Introduces New 
Type Water-Resistant Case 


Enicar Watch Corp., 115 W. 45th St., 
New York, has introduced a new type 
water-resistant case which eliminates the 
standard screw back with threads. A new 
patented “spring” system has been devised 
which assures tight closing of the case 
for many years. 


Baker Offers Its New Formula 
To Gold and Silver Casters 


Baker & Co., Inc., 850 Passaic Ave., 
East Newark, New Jersey, reports that its 
Formula No. 382 Indusirial Investment 
has had very successful results in the 
jewelry field. 

All casters of gold and silver jewelry 
who buy from Baker are now being given 
the formula—which reportedly has no 
break-down when properly handled, gives 
a smooth surface and washes away easily. 


‘Heart O'Diamonds' Ring 
Introduced at Shows 


An unusual contribution to diamond 
ring design is Fiancee’s “Heart O’Dia- 
monds” which, according to the manu- 
facturer, is receiving enthusiastic sup- 
port by jewelers. 

In time for fall and_ holiday sales, 
the announcement of the new _heart- 





shaped ring was made at its initial 
showing at the Chicago show. “Heart 
O’Diamonds.” according to Jules Gerson, 
vice president of Goldstein-Gerson, “also 
enjoyed a strong reception at the Waldorf 
show.” 

“Closest thing to heart-shaped dia- 
Very difficult to determine 
if it was a real heart-shaped diamond”— 
were expressions of trade observers re- 
ported by the manufacturer. 

“This patented new setting produces a 
heart-shaped effect by making the center 
diamond look like a dazzling heart—thus 
producing an unusual ring for people in 
moderate income groups. who can now 
enjoy the beautiful heart-shaped effect.” 
said Mr. Arthur Goldstein. 

Available in a variety of different 
styles (including fishtail) in both 14K 
yellow and white gold, each style is ac- 
companied by a matching wedding ring. 
Included among the selling aids for 
“Heart O’Diamonds” are ad mats and 
laminated counter displays. 


monds” 











Theodore Moed Issues 
Cyclotron Diamond Folder 


Theodore Moed. 10 West 47th St., New 
York, specialist in the cyclotron treatment 
of diamonds, has reported the release of 
a new folder e.titled: “The Story of Cy- 
clotron-Colored Diamonds.” 


1847 Rogers Bros. Offers 
Six Highly-Styled Chests 


1847 Rogers Bros. has introduced six 
new silver chests in a range of designs 
from the early Colonial and Georgian 
periods to the contemporary. 

The chests, one of which is shown in 





the photo, are aimed at increasing dealer 
sales by commanding maximum attention 
at the point of sale. and will provide the 
homemaker with a storage container in 
keeping with the decor of her home. The 
period chests are the “Puritan,” “Georg- 
jan” and “Tier:” the contemporary are the 
“Vogue,” “Diplomat” and ‘“Contempora.” 


Seth Thomas Introduces New 
‘Pert’ Electric Wall Clock 


Seth Thomas Clocks is currently intro- 
ducing a new model electric wall clock for 
the kitchen called the “Pert.” 

Photo shows four of the new models 
on a special counter display being offered 
free to retailers. The'new clocks come with 
red, yellow, blue or green faces. They have 
easy-to-read numerals and a front hand 
set knob. The Pert measures 615” in di- 


ameter. It retails for $4.95. 

The display features a mahogany col- 
ored pallette with red and yellow-tipped 
paintbrushes against a black background. 
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News oi Personnel 








The Hollandia Co., Inc.. has announced 
the appointment of two new sales repre- 
sentatives. Herman Schoone-Jongen, 
has been named representative for the 


Middle Atlantic States area. 





val 


G. BLAKESLEE, JR. 


H. SCHOONE- 
JONGEN Hollandia 
Hollandia 


George A. Blakeslee, Jr., has been 
appointed East Coast sales representative. 
His territory will include the East Coast 
from Maine to Washington, D. C.  Pre- 
viously he was a representative for Jones 


and Woodland, 


Allan W. Adler. silverware manufacturer 
and jeweler of Sunset Boulevard, Los 
Angeles, Cal.. has announced the appoint- 
ment of two new salesmen. Paul Hilder- 
brand will cover Texas and Louisiana and 
Frank MecNiff will be responsible for 
California. Nevada and Arizona. Both men 
will continue to carry the Flintridge China 
line as heretofore. 


George C. Spellmeyer. general sales 
manager of R. F. Simmons Co. announces 
the appointment of M. J. Lewin as sales 
representative for the firm’s New York 


office. He was formerly with J. F. Sturdy’s 
Sons Co. 


B. Y. EISNER 


National Silver 





Morton Bernstein, president of National 
Silver Co., has announced the appointment 
of Burton Y. Eisner to represent the 
firm in its Chicago office. He will service 
major department stores in Chicago and 
Milwaukee in addition to other accounts 
in these cities. Mr. Eisner was previously 
associated with Ekco Products and, prior 
to this, owned and managed a giftware 
manufacturing firm. 
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The appointment of Donald Jacobs as 
district sales manager has been announced 
by the Lux Clock Manufacturing Co., 
Waterbury, Conn. Mr. Jacobs will repre- 
sent the firm in Virginia, West Virginia, 
Kentucky. Indiana and Ohio. He was for- 
merly associated with Turner & Seymour 
Manufacturing Co., Torrington, Conn. 


Sales Associates, Inc., 235 Fifth Ave., 
New York, announces that Lou Jacobs, 
manufacturers’ representative, is now as- 
sociated with the firm. He will continue 
to represent Glamour Vanities. Gold Art 
and Harwood Manufacturing Co. 


Croton Watch Co.. 
Ave.. New York. has 


pointment of two 


Inc... 404 Fourth 
announced the ap- 
new representatives. 


Mac Gould and Dick Gilbert. The men 
will cover the central parts of the South 
and West. 





XK 


DICK GILBERT MAC GOULD 
Croton Croton 
The Gruen Watch Co. has announced 


the appointment of Leo Gale as assistant 
director of styling. Mr. Gale was formerly 
with the styling and production divisions 
of Waltham Watch Co. and Louis Aisen- 
stein & Bros. 





LEO GALE 


Gruen 


MORT VOGEL 
Flex-Let 


Jules Hochman. vice president in charge 
of sales of the Flex-Let Corporation, has 
announced the appointment of Mort Vogel 
as sales representative in Indiana and 
southern Ohio. 








TV Star Marie Wilson Named 
‘Miss Pressure Cooking 1955' 


Marie Wilson, TV and movie star of 
“\Iy Friend Irma” fame, is shown in the 





picture admiring the new Presto “700” 
Cooker after being named Miss Pressure 


Cooking of 1955. The National Pressure 


Cooking Institute, of Eau Claire, Wis., 
honored Miss Wilson as the star “most 


likely to raise your blood pressure around 
the house.” 

At the same time, National Presto 
Industries, Inc., have announced that 
pastel colors have now been adopted for 
use in the company’s steam and dry 
iron and coffee maker. According to the 
company, Presto is the first appliance 
manufacturer to take advantage of a 
new process which permits the use of 
soft pastels on appliances. 


Naomi Issues New Catalog 
Naomi, of Island Park, N. Y., has issued 


the second edition of its catalog entitled: 
“Jeweler’s Findings.” Included among the 
many items listed in the catalog are ring 
guards and clasps, chains, bracelet catches, 
ear wires and ear clips. 


Deltah Offers Gift With 
Order of ‘Americana’ Pearls 


being offered by 
Ave.. New 
of five 


A cigarette box is 
Inc., 411 Fifth 


with an order 


Heller Tara, 
York, as a gift 





sil 


necklace and choker styles in Deltah’s 
new “Americana” group of simulated 
pearls. 

The box, shown in the photo, is molded 
of Lustrex, with a golden finish base. It 
holds regular and king size cigarettes and 
has a retail value of $5. The Americana 
group will be promoted in leading publi- 
cations and on the CBS-TV show “The 
Big Payoff.” 
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Special Notices 


“Situation Wanted”—Regular type only $2.00 
first 25 words; additional words, 10 cents per 
word. Heavy type $7.00; additional words 25 
cents per word. 

“Help Wanted”—“Lines Wanted” and “Side 
Lines”—regular type $4.00 first 25 words, Ad- 
ditional words 15 cents per word. Heavy type 
$7.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $8.00 first 
25 words; additional words 25 cents per word. 
Heavy type $12.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid u y correspond men- 
tion your location in the advertisement. 

All answers will te directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclese original 
letteis of recommendations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 





Se 


Situations Wanted 














WOMAN, experienced wholesale manufac- 
turing jewelers and diamond importers, 
detail work; references. Address ‘“V., 
2850,”" care J C-K. 





DIAMOND expert, all around experience, 
desires to make connection with good 
firm as buyer or similar. Address ‘“H., 
2820,” care J C-K. 





VERSATILE gemologist, 38 years old, 
Bradley graduate; educational require- 
ments for Certified Gemologist; prefer 
Northern States. Write, CO. W. Hill, 
2107-18th St., East Moline, Il. 





SALESMAN, desires inside position; 20 
years’ experience all phases of watches, 
jewelry, silverware and giftware; pre- 
fers position in East. Address ‘“‘E., 2811,” 
care J C-K. 





SINGLE lady, age 29, plans to sell own 
jewelry store January 1956, desires con- 
nection with fine store, or travel for 
nationally known company. Address 
“V., 2801, care J C-K. 





XSTIMATOR available reputable watch- 
makers; professional, salesminded, fast 
moving money maker who makes every 
minute count; first class reference. Ad- 
dress “R., 2847,” care J C-K. 








JEWELER;; four years apprenticeship in 
Europe, eight years’ experience in plati- 
num and gold; position wanted in Man- 
hattan; also handmade or model mak- 
ing. Address ‘“M., 2867,’ care J C-K. 





WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first class 
store, New York City or vicinity. Ad- 
dress “Y., 2737,” care J C-K. 





A-1 jeweler; young man, married; di- 
amond setter and experienced in small 
manufacturing in platinum, paladium, 
gold and silver; can handle small watch 
and clock repairs. Address “E., 2875,” 
care J C-K. 





CREATIVE diamond salesman; highest 
calibre; late forties; available heavy 
traffic time payment store; successful 
intensified experience all departments; 
ee Address “J., 2840,” care J 
“KH. 





COSTUME jewelry department manager; 
expert merchandiser; high type im- 
measurably qualified displayman. Ad- 
dress “G., 2861,’’ care J C-K. 





SALESMINDED credit office manager; 
heavy diversified experience retail jew- 
elry business; reference. Address “D., 
1993,” care J C-K. 








BOOKKEEPER, accountant; correspon- 
dence, credits, collections, expert knowl- 
edge of jewelry business; exceptional 
record. Address ‘“‘H., 2718,” care J C-K. 


SALESMAN, young, aggressive, married 
man, desires connection with manufac- 
turer or jobber or retail line. Address 
Circular #317, Room 1420 Heyworth 
Bldg., Chicago 2. 


ENGRAVER, wishes permanent position 
in Florida, retail jewelry or department 
store; married and steady worker; own 
business at present. Address ‘M., 2795,” 
care J C-K. 





SALES promotion work wanted by ad- 
vertising man; full or part time basis; 
N. E. area; direct mail, jewelry catalog 
— Address ‘A., 2776,” care 


YOUNG man, thorough background, pro- 
duction control, manufacture diamond 
mountings ; personable, supervisory 
ability, desires further opportunity fu- 
ture, production or buying. Address “P., 
2846,” care J C-K. 





JUNIOR engraver (graduate) one year’s 
general and _ practical experience on 
jewelry, trophies, flatware, etc.; now 
located near New York City; please 
mention salary, etc. Address ““W., 2803,” 
care J C-K. 





SALESMAN, available better diamond 
ring house; unique merchandising 
knowledge; nationally experienced; age 
49; daily business guaranteed; replies 
strictly confidential. Address ‘‘V., 2802,” 
care J C-K. 





WATCHMAKER, 54, capable, unusually 
fine workman, 35 years’ experience, 
wants work with established concern, 
location immaterial; salary or percent- 
age; references. Address “T., 2801,” 
care J C-K. 





A-1 watchmaker, school graduate, 12 
years’ experience, with Wisconsin li- 
cense, ring sizer and clock repairing, 
also sales experience, desires position in 
Colorado Springs or near the Springs. 
Address “F., 2876,”’ care J C-K. 





EXPERIENCED order and repair clerk, 
(female) ; thorough knowledge with all 
details in wholesale diamond and colored 
_— rings. Address “L., 2866,’ care 





CONTROLLER -retail, installment, chain 
background in merchandise and expense 
budgets, systems, store audits, machine 
accounting, taxes, retail and cost in- 
ventory methods. Address “A., 2804,” 
care J C-K. 








BOOKKEEPER (female) full charge, ex- 
ecutive secretary, expert stenographer- 
typist, 15 years’ experience, assistant 
employer diamond jewelry, stock in- 
ventory; trustworthy, personable. Ad- 
dress ‘“‘S., 2829,” care J C-K. 





WATCHMAKER, salesman, chronograph 
expert, also automatics ; capable manag- 
ing; 25 years’ experience; B.T.S. grad- 
uate; honest, reliable and sober; best 
of references. Address ‘“‘G., 2819,” care 


~ 





HAVING sold factory, manufacturer de- 
sires responsible position with manufac- 
turer or diamond dealer; very capable 
on mounting jewelry, watches, etc.; 30 
years’ experience; highest references. 
Address “Y., 2833,” care J C-K. 





CAPABLE employer’s assistant, (female), 
experienced jewelry, diamonds, watches ; 
charge small office; books, stock, cor- 
respondence; selling ability; showroom 
or retail shop. Address “B., 2805,’ care 
J C-K. 





LOS ANGELES; prolific sal.s producer, 
outstanding versatile retail background ; 
buying, selling, promotion, managerial; 
diamonds, watches, silverware, jewelry, 
available top organization; start, $25 a 
day. Address “C., 2810,’ care J C-K. 





TOP grade jewelry salesman, 27, ex- 
perienced all phases of retail credit op- 
eration; eager, aggressive, with sure 
fire ability, managerial capabilities; de- 
sires good future in New York or New 
Jersey. Address ‘‘M., 2825,” care J C-K. 





SITUATION wanted with live wire store, 
volume operation ; former assistant man- 
ager, very good salesman, experienced 
in credit and collections; age 32; will 
relocate for right proposition ; phone or 
personal interviews only. Address “E., 
2858,” care J C-K. 





MANUFACTURER, having sold factory, 
after 15 years in own business, desires 
responsible position with large whole- 
sale or manufacturing concern; capable 
of taking charge of entire business op- 
eration, regardless of size. Address “F., 
2860,” care J C-K. 





MANAGER, top salesman, executive, pro- 
ducer, experienced all phases retail jew- 
elry; age 60, aggressive, desires affilia- 
tion old Southern jeweler or manager 
jewelry department large Southern de- 
partment store; available for interview. 
Address “J., 2868,’ care J C-K. 





YOUNG retail credit jewelry executive 
available; thorough knowledge of every 
phase successful operation from buying 
to selling; insure your Christmas vol- 
ume with a “go-getter’” who can prove 
his worth; what have you to offer. Ad- 
dress “C., 2836,” care J C-K. 





DIAMOND buyer, assorter, salesman, 
desires connection with reputable 
merchants or diamond ring manu- 
facturers; excellent background; 
well known; highest of references. 
Address “J., 2853,” care J C-K. 





SKILLED watchmaker, 20 years’ experi- 
ence as first watchmaker; desires per- 
manent position with or without option 
to purchase business later; Bowman 
graduate; experienced on all makes 
watches and clocks; also jewelry repair- 
ing; references; your reply appreciated 
and held confidential; interview can be 
eo aoe Address ‘V., 2728," care 

C-K. 
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CERTIFIED Master Watchmaker, 
25 years’ experience, desires permanent 
employment with a good reliable firm 


with 


in a nice clean community; can give 
excellent references ; due to limited cap- 
ital for transportation, prefer within a 
reasonable radius of Ohio. Address “K., 
2793,” care J C-K. 





WATCHMAKER, clock repairing and 
jewelry repairs ; sales and window trim- 
ming, all around man for retail jewelry 
store, 12 years’ experience, eight and a 
half years at present position; seeking 
better opportunities; age 35; honest, 
reliable and sober. Address “C., 2807,” 
care J C-K. 





WANTED position as watchmaker in 
high class jewelry store in South; 21 
years’ ‘experience; 39 years of age; 
family man; sober, honest, good refer- 
ences; permanent position; Florida pre- 
ferred; will work for $100 week; can 
assume full charge of repair department 
and make it pay; can start October 1. 
Address “A., 2871,” care J C-K. 





MANAGER, pleasing personality, 4) years 
old, married, 20 years’ experience in 
all phases of credit and cash jewelry 
store operation; used to large volume; 
excellent diamond salesman, window 
trimmer, advertising man, wishing ex- 
ecutive position with reliable firm; finest 
references ; willing to arrange for inter- 
view and relocate. Address ‘“‘N., 2845,” 
eare J C-K. 


MANAGER - salesman, 36, 
combination of superior salesmanship 
and executive ability; full knowledge 
every phase credit jewelry business in- 
cluding aggressive selling, windows, 
promotions, advertising, credits, person- 
nel; ability to get volume at a profit; 
17 years’ intensive experience New York 
and Midwest areas; now complete super- 
vision unit doing $250,000 a year; pres- 
ent income $10,000 yearly; will relocate. 
Address “T., 2761,” care J C-K. 


outstanding 





Lines Wanted 








PACIFIC Coast salesman, well estab- 
lished, desires line of mountings, blank 
and semimounted for the better stores; 
commission basis only; best of refer- 
ences. Address ‘“S., 2543,” care J C-K. 


SALESMAN, Western territory established 
over 20 years, desires line of platinum 
and gold ring mountings, or cases and 
attachments; highest references. Ad- 
dress “T., 2544,” care J C-K. 


EXPERIENCED salesman desires estab- 
lished line costume jewelry, watch at- 
tachments, ete.; jobbers or retailers; 
Georgia and adjacent States; small 
drawing or expense. Address ‘“‘T., 2849,” 
care J C-K. 





SALESMAN, calling for 30 years on 
best jewelry stores from Coast to 
Coast with own fine gold line, look- 
ing for a fine short side line, either 
gold or platinum, Address “H, 
2815,” care J C-K. 





GOLDEN opportunity for manufac- 
turers; one of the nation’s biggest 
ranking’ representatives covering 
Eastern States, New York to Michi- 
gan past 25 years, 35 weeks a year 
traveling, desires gold and _plati- 
num lines, emblem lines, gold cuff 
link lines, ete., watch and promo- 
tion merchandise, diamond and 
wedding ring line; have most pow- 
erful connections in the country 
with jobbers, department stores, 
credit and discount houses, large, 
retail stores; what have you to of- 
fer; you can’t fail with this five- 
star salesman; a rare connection; 
commission basis. Address “F., 
2787,” care J C-K. 


Side Lines 











IMPORTER of non-competitive costume 
jewelry line seeks salesmen; commis- 
sion basis; choice territories still open. 
Address “G., 2814,”’ care J C-K. 





SIDE line salesman; sell attractive, fast 
moving line of jewelry boxes; Middle 
West and Pacific Coast territories open ; 
liberal commission. Address “P., 2796,” 
care J C-K. 








SALESMAN wanted to carry a line of fine 
diamond and baguettes semi-mounted 
rings and wedding bands to the better 
“ee stores. Address “J., 2864,” care 





SALESMEN, Southwest and Pacific Coast ; 
well established line of wrist watch 
straps, to wholesalers, material houses, 
watch importers, etc.; excellent oppor- 
tunity. Address “E., 2786,” care J C-K. 








WANTED by manufacturer, a 
with good following, for Midwest or 
West Coast, to carry a fine line of 
platinum and gold watch cases and at- 

tachments. Address “T., 2830,” care J 


salesman 





SALESMEN with jobber following, 
wateh straps, different; 10% com- 
mission; some territories open, Ad- 


dress “C., 2675,” care J C-K. 





SALESMAN wanted, for small and ex- 
clusive 14k line of pearl jewelry, by 
foremost manufacturer in this fieid; to 
department stores and retailers only; 
now open New York City and Philadel- 
phia. Address “R., 2797,” care J C-K. 





SMALL, compact, line of men’s rings, 
Masonic rings, and ladies’ birthstone 
rings, highly styled and low prices, for 
Midwest territory; pays 10% commis- 
sion; all details in first letter, please. 
Address ‘“‘B., 2779,” care J C-K. 





SALESMAN, with following among bet- 
ter stores, to carry manufacturer’s side 
line of platinum rings, wedding rings, 
watches, etc.; strictly commission basis; 
state references and experience. Ad- 
dress “W., 2832,” care J C-K. 





MANUFACTURER of 14k gold fancy ring 
mountings, well made and latest style, 
seeks salesman with following to better 
credit and cash stores for Middle West- 
ern territory ; state experience when re- 
plying. Address “‘D., 2856,” care J C-K. 

















SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10K 
and 14K gold to the jobbers and large 
chain stores; commission basis; man 
for Chicago; also man for Pacific Coast. 
Address ‘H., 2662,” care J C-K 





SALESMAN, for New York and East 
Coast territory, wanted to handle out- 
standing, popular priced line of ladies’ 
white gold watch cases and attachments 
for diamonds; commission basis; write 
giving full details and references. Ad- 
dress “A., 2852,” care J C-K. 





SALESMEN, with good retail following to 
sell ladies’ and men’s birthstone rings, 
diamond dinner rings, crosses, cuff links 
and tie holders in 10K and 14K gold; 
state territory you are covering and 
references; drawing against commis- 
sion. Address “F., 2659,” care J C-K. 





TUTTLE Sterling; wanted Midwest rep- 
resentative experienced and acquainted 
with the fine retail jewelry stores and 
silver departments; if you are now car- 
rying another fine non-competitive line 
we can offer an interesting proposition 
with our established line. Write, Tuttle 
Silver Co., North Attleboro, Mass. 





CULTURED pear! importer has South- 
ern territories still open for sales- 
man carrying non conflicting side 
lines; give all details first letter, 





confidential. Address “H., 2862,” 
eare J C-K. 
WANTED; an experienced salesman to 


represent a manufacturer of 14K gold 
fancy ring mountings, for the entire or 
part of the Middle Western territory ; 
we have been manufacturing for over 
20 years, and produce well made rings 
for the better credit and cash stores; 
liberal commission; state experience. 
Address “B., 2855,” care J C-K. 





SALESMAN, with retail following, to 
handle complete religious jewelry 
line at competitive prices; 12142% 
straight commission; territories 
open: Southwest, Northwest and 
Midwest. Address “A., 2834,” care 
J C-K. 





SALESMEN covering jobbers, whole- 
salers, large chain stores and _ bet- 
ter retail jewelers in Middle West, 
wanted by established manufactur- 
ing jewelers of ladies’ popular 
priced 14K gold bracelets, attach- 
ments and bracelet watch case com- 
binations, on commission basis; 
state experience, references and 
other lines in first letter; all cor- 
respondence in strict confidence. 


Address “A., 2806,” care J C-K. 





AMBITIOUS salesmen, desiring addi- 
tional income, now traveling Michi- 
gan, Ohio, Kentucky, or Wisconsin, 
Minnesota, Dakotas; earn 15% 
commission selling popular leather 
watch strap line of proven quality; 
small line. Address “G., 2749,” 
care J C-K. 





(Continued on page 228) 
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SIDE LINES—Continued 











MONEY-MAKING compact side line, for 


jewelry salesmen with retail following ; 
sell dynamic Vari-Gem, amazing new 
gold stone ring line with interchange- 
able stones; only stone ring line in the 
country where retail jeweler himself 
(in his own store) can interchange and 
reset birthstones and various onyx 
stones in 60 seconds; retailers want 
Vari-Gem because it cuts their inven- 
tory 90%; following States are open; 
Michigan, Ohio, West Virginia, Pennsy}- 
vania (except Metropolitan Philadel- 
phia), New Jersey, New York City, 
New York State and New England area; 
excellent commission; supply _refer- 
ences and experience; confidential. D. 
Pfeffer Co., 106 Fulton St., New York 
City. 








wares amen rome 


Help Wanted 





— 





WANTED; A-1 jeweler, 


TWO, experienced watchmakers, perma- 


nent positions: located in Middle West. 
Address “H., 2839,” care J C-K. 


who can repair 


and set stones. Address ‘‘V., 1461,” care 





J C-K. 
WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 


eare J C-K. 





SALESMEN, for New York and Chicago 


to sell 10K and 14K gold ring castings. 
Address ‘‘M., 2668,” care J C-K. 





FOREMAN for large jewelry repair shop 


in Syracuse, New York; good salary and 
excellent working conditions. Address 
“A., 2772,” care J C-K. 





JEWELER from 15 to 20 years’ experi- 


ence on good work; $2 per hour plus 
yearly bonus; write in detail. Address 
“J., 2808,” care J C-K. 





TWO experienced jewelry salesmen; per- 


manent positions in a well established 
jewelry store, in the Middle West. Ad- 
dress “F., 2838,’ care J C-K. 





JEWELER, who can do repair and special 


order work; able to set stones or willing 
to learn stone-setting ; fine opportunity 
in air-conditioned shop. Address ‘“M., 
2843,” care J C-K. 


SALESMAN wanted for South and South- 


west territory, to carry a line of 14K 
gold watch cases, gent’s attachments, 
diamond attachments and bracelet cases. 
Address ‘K., 2817,” care J C-K. 





JEWELER, first class, experienced jeweler 


and setter, who can produce; some light 
special orders; no polishing is required; 
permanent: Ohio; $2.25 per hour. Ad- 
dress “G., 2790," care J C-K. 





WATCHMAKER:: 


old line store estab- 
lished for 50 years requires the services 
of a capable, experienced watchmaker 
for a permanent position: give refer- 
ences first letter, which will be followed 
by personal interview. M. Meyer, 
Jeweler, Marion, Indiana. 











SALESMAN, for Western Ohio retail 
jewelry store; experienced in selling and 
window trimming; $100 per week; re- 
ply giving full information for quick 
reply : steady job in good town. Address 
“J., 2e8el,” care J C-K. 





MANAGER, for new jewelry store in 
Charlottesville, Virginia; part of chain; 
experience required; attractive salary; 
give details of qualifications in first let- 
ter to, Fink’s Jewelers, Inc., 310 S&S. 
Jefferson St., Roanoke, Va. 





JEWELER and diamond setter to work 
in fully equipped, air-conditioned trade 


shop; ideal working conditions, vaca- 
tions, ete.; permanent employment. 
Syracuse Jewelry Mfg. 


Co., 428 So. 
Salina St., Syracuse, N. Y. 








WE have an opening for an aggressive 
salesman to cover Midwest territory ; 
liberal commission and liberal drawing 
account: our men know of this ad; all 
information will be kept in strict con- 
fidence. Address “B., 2835,” care J C-K. 





JEWELER, with from 15 to 20 years’ ex- 
perience in the manufacturing of the 
better line of jewelry; wonderful op- 
portunity for a fine mechanic and capa- 
ble man; must write in detail. Address 
“VY ., 2199,” Care J C-K. 





JEWELRY salesman, with experience and 
following, New England territory; resi- 
dent Boston or suburb; car; detailed 
resumé only considered; old line com- 
pany ; salary, commission and expenses. 
Address “B., 28u9,” care J C-K. 





WATCHMAKER, experienced; 
week; ideal working 
Northern Ohio city: permanent job; 
state age, experience, salary expected, 
in first letter. Address ‘‘R., 2165,” care 
J C-K. 


five day 
conditions in 





SALESMAN, to represent a manufacturer 
of the better line of mountings, emblems 
and wedding rings; strictly commission 
basis; quick selling line; state experi- 
ence and territory you cover. Address 
“J., 2800,” care J C-K. 


SALESMEN;; South, Southwest; Scarab 
jewelry, disc jewelry, money clips; 
largest, best known line; drawing. 
Admark, 714 Sansom St., Philadel- 
phia 6, Pa. 


STORE manager; permanent 
annual contract and bonus; excellent 
earnings: suburbs of Detroit; age 25 
to 40: state history last 10 years, your 
earnings last year and salary desired ; 
replies. strictly confidential. Address 
"SB. 2162,” care J C-K. 











position ; 





MANUFACTURERS’ representative, with 
following among retailers, wanted for 
popular priced sterling hollowware line; 
openings in Midwest, South, Southwest 
and Mountain States; prefer man 
covering one or two States; liberal com- 
mission. Address “‘C., 2784,” care J C-K. 


AGGRESSIVE, experienced credit store 
salesman ; send complete resumé of past 
experience with first letter; excellent 
salary and pleasant working conditions. 
Apply or write to, Al Manch, Fields 
Jewelers, Inc., 101 N. Tryon Street, 
Charlotte, N. C. 








JEWELER, diamond setter, experi- 
enced; large, well equipped, air- 
conditioned shop; old established re- 
tail store; permanent employment. 
H. Post & Sons, Decatur, III. 


JEWELER ; 


(eee ————e 





MANAGER-Supervisor, for well estab- 


lished chain in Midwest; top salary 
plus bonus incentives; replies kept 
confidential. Write, “L., 2823,” 
eare J C-K with your background 
and for further details. 





experienced in repairs of 
gold and costume jewelry; some light 
manufacturing ; shop well equipped and 
air-conditioned ; five-day week; age 30 
to 45 preferred; Pasadena’s oldest and 
largest fine jewelers. J. Herbert Hall 
Co., 420 E. Colorado St., Pasadena, 
Calif. 


JEWELER, combination man, to do 


light special order and diamond set- 
ting; steady employment; up to $3 
per hour; time and one-half for 
overtime. Address “C., 2712,” care 


J C-K. 


MANAGER for high grade jewelry store 


in Midwest city of over 100,009; must 
be capable of buying, and selling, trim 
windows and supervise five or more em- 
ployees; prefer man with A.G.S. train- 
ing; permanent position with excellent 
opportunity ; salary according to ability. 
Address ‘“R., 2828,” care J C-K. 








WATCHMAKER; permanent position 


for experienced man; ideal work- 
ing conditions with full employee 
benefits; must come well recom- 
mended. Wire or write Hillman’s, 
612 Wabash Ave., Terre Haute, 
Ind. 





SALESMEN for Midwest, West Coast, and 


South Atlantic States, to represent 
prominent manufacturer of silverplated 
hollowware and giftware in 1956: must 
have established following with jewel- 
ers, department stores, gift shops, ete. ; 
commission basis only; non-conflicting 
side line acceptable; state full particu- 
lars. Address “M., 2869,” care J C-K. 





JEWELRY buyer, 


BUYER for 


experienced in dia- 
monds, watches and general jewelry for 
retail credit chain, for suburbs of 
Greater Detroit, Michigan; permanent 
position; annual contract; top salary 
and yearly bonus; state age, history 
last eight years, and present salary; all 
replies held in strictest confidence. Ad- 
dress “F., 2813,” care J C-K. 





nationally known ring 
house, who has expert knowledge 
of diamonds and how to mount 
them, for sale to retailers; state 
qualifications and salary expected; 
reply in strict confidence. Address 


“S,, 2798,” care J C-K. 





FLORIDA retail credit jewelry organiza- 


tion requires the services of an experi- 
enced advertising and merchandising 
manager who understands sales com- 
pelling window, newspaper, radio, tele- 
vision and mail order advertising ; state 
where employed and in what capacity 
past 10 years, age, when available and 





salary expected. Address “J., 2792,” 
care J C-K. 
JEWELRY stylist; highly experienced 


man wanted who has worked with re- 
tail customers in redesigning family 
heirlooms and creative designing for 
manufacture; complete shops on our 
premises; age 50 to 60 preferred; genial 
personality mandatory; five-day week; 
Pasadena’s oldest and largest fine jewel- 
ers. J. Herbert Hall Co., 420 E. Colo- 
rado St., Pasadena, Calif. 
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WATCHMAKER, preferably all 


around 
man; growing business, independently 
owned store, best of working cenditions ; 
must be high class mechanic with at 
least 10 years’ experience; permanent 
position, best of salary; ideal country 
for man who enjoys fishing and hunt- 
ing; please give all particulars in first 
letter. A. E. Mackie, 304 Ashmun St., 
Sault Ste. Marie, Mich. 


SALESMAN, to cover Southern territory 
for large wholesaler; complete line in- 
cluding the top national brands and a 
fine line of diamonds, watches and 
jewelry ; opportunity for excellent earn- 
ings, backed by old-line company with 
progressive and aggressive sales and 
merchandising policies; will consider 
only man experienced in selling South- 
ern retail jewelers. Address “D., 2680,” 
care J C-K. 





SALESMEN, with long established ac- 
counts, for Southern and Midwest 
territories, to sell outstanding Mo- 
saic and filigree imports, also ex- 
elusive Venetian beads; drawing 
against commissions; excellent non- 
conflicting side line. Address “‘K., 
2841.” care J C-K. 


WANTED, young man_s thoroughly 
familiar with retail jewelry business 
to be assistant to supervisor in ad- 
vertising and merchandising five 
jewelry stores in Southern States; 
write full letter giving history and 
salary desired to start. Address “F., 


2818.” care J C-K. 





WANTED, experienced manager, gen- 
tleman for high class jewelry store 
in Southern City, must be thor- 
oughly experienced in every phase 
of store management; pleasant, per- 
manent position; write us full his- 
tory and salary wanted to start. 


Address “P., 2827,” care J C-K. 





SUCCESSFUL line of ladies’ fine dia- 
mond and cultured pearl jewelry 
now being expanded; excellent ter- 
ritories open to top-notch salesman; 
must have department and jewelry 
store following; liberal commission 
basis plus exceptional opportunity; 
give full details; replies confiden- 


tial. Address “A., 2778,” care J C-K. 





sALESMAN wanted, for established 
New England territory, selling a 
nationally advertised diamond ring 
line; please send complete informa- 
tion and references; all inquiries 
will be held in the strictest confi- 
dence; a first rate opportunity to 
earn important money. Address “H., 


2791.” care J C-K. 





SALESMEN; wonderful opportunity 
in Ohio to increase your earnings; 
old established Ohio jewelry chain 
has opening for two young, 25 to 
44, live wire, retail credit jewelry 
salesmen; good earnings, advance- 
ments and pension plan; please 
give full details which will be held 
in strict confidence. Address “R., 


2382,” J C-K. 


WANTED; experienced retail jewelry 
man, merchandising and advertis- 
ing, to act as assistant supervisor of 
four jewelry stores (middle road 
store, not Borax) making headquar- 
ters in central office in Southern 
city; some traveling to branches; 
give complete history and _ salary 
wanted to start. Address “D., 2874,” 
eare J C-K. 





WATCHMAKER and estimator; one 
of the leading Connecticut fine 
jewelry stores has a permanent 
opening for a first class watchmaker 
and estimator; ideal working con- 
ditions; three to four watchmakers 
employed; kindly state age, experi- 
ence, references and salary  ex- 
pected; confidential. Address “J., 
2816,” care J C-K. 





EXPERIENCED woman wanted as 
manager in Southern city for art- 
ware (crystal, china) and silver- 
ware departments; would be located 
in main store and supervising four 
other stores; would mean two trips 
to market per year; would have to 
be capable of buying and merchan- 
dising; write in confidence, giving 
complete personal and business his- 
torv, and salarv wanted to start. 


Address “C., 2873,” care J C-K. 


SALESMEN wanted to call on fine 
jewelers only with our exclusive line 
of ladies’ selfwinding ballbearing 
and men’s watches for: No. 1, East- 
ern territories; No. 2, Southwest 
territory; liberal drawing against 
commission; many active accounts 
in territories; only men with estab- 
lished following will be considered. 
Send full particulars including ref- 
erences to, Eterna Watch Co. of 
America, Inc., 677 Fifth Ave., New 
York 22, N. Y. 


MANUFACTURER’S __ representatives 
wanted; leading manufacturer of 
nationally accepted products’ in 
jewelry field is expanding staff of 
representatives to sell direct to jew- 
elers; representatives must be fami- 
liar with promotional credit jewelry 
operation; only experienced; reli- 
able men need apply; send com- 
plete information on lines handled 
and territory covered. Address “W., 


2851.” care J C-K. 





For Sale 


Stores, Stoeks and Businesses 








x = 





CASH jewelry store, Eastern Nebraska 
county seat, nice small city: completely 
modern: fixtures and machinery, $6,500; 
stock, $12,000 net: will sell for 745%. 
Address “D., 2785,” care J C-K. 





OLD established leading jewelry store, for 
sale, in N. E. Indiana; excellent farm- 
ing and industrial community, 8500 
population; all leading lines: new stock. 
Address “B., 2774,” care J C-K. 








ALABAMA; credit jewelry store; profit- 
able $125,000 annual volume; modern 
fixtures, front and air-conditioning ; ma- 
jor city; requires $25,000 to handle. 
Address “B., 2674,” care J C-K. 





BEAUTIFUL store in a thriving town 
Upstate New York; excellent location 
and lease; opportunity for ambitious 
man with $20-25,000; will do $100,000. 
Address “P., 2670,” care J C-K. 





RETAIL jewelry store and watch repair 
business; one man operation; 100% 
location, no competition, college town 
in large rural area; Northeastern Okla- 
homa; owner has other interests. Ad- 
dress “L., 2794,” care J C-K. 





FOR SALE; largest lapidary shop in 
Eastern Pennsylvania, established 
over 24 years; complete stock, fix- 
tures and equipment; want to re- 
tire. Address “N., 2826,” care 
J C-K. 





JEWELRY store and repair department 
established 12 years; floor space 24 x 
60, modern fixtures, clean stock; store 
redecorated in February; will sell fix- 
tures, material and stock; can lease 
building; have other interests; two 
jewelry stores in city; population 4200. 
John A. Smith, Plymouth, Wis. 


ESTABLISHED cash jewelry store for 
sale in thriving town of 12,000, 40 
miles from Philadelphia; $50,000 
year gross C.P.A. figures; low rent; 
good lease; clean stock major lines 
jewelry, watches, silver, china, erys- 
tal; excellent repair business; 
modern fixtures; air-conditioned. 


Address “N., 2725,” care J C-K. 





pment emma 
For Sale 


Tools, Equipments 





FOR SALE, cheap: 
jewelry floor cases. 
Marion, Ohio. 





five, 6 foot lighted 
May Jewelry Co., 





FOR SALE; Kagan ring sizer, used sev- 
eral times, guaranteed like new, $95. 
Write, Wahl’s Jewelry, Bristol, S. Dak. 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, ete. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





YORKTOWN benches, showcases, aisle 
displays; send for circular or see your 
jobber. Yorktown Mfg. Co., Pilot Grove, 
Mo. 





FIXTURES: complete and modern store 
fixtures, excellent condition, for sale 
due to contemplating remodeling; can 
be seen and bought right at our present 
store location. Busch Jewelry Co., 215 
W. State St., Rockford, Il. 





complete new plat- 
ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new green rectifiers, buff- 
ers, vats, $3,000: write details. Moses 
George Jewelry, Thibodaux, La. 


TOOLS, equipment, 





FOR SALE: complete set of solid mahog- 
any jewelry store fixtures in excellent 
condition, including eight, 8-foot wall 
cases and eight large 6- and 8-foot 
show cases: consider extremely low 
price for entire set. Address “B., 2775,” 
care J C-K. 





(Continued on page 230) 
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Business Opportunities 
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EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





MANAGERS, partners, wanted by ex- 
panding leading Eastern credit 
jewelry chain; interested only in 
experienced men, who can_ invest 
$25,000; excellent future for those 
who can qualify. Address ‘“S., 
2848,” care J C-K. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and_ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
York. Telephone Plaza _ 8-2110- 
2111. 





ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland, Br. 4-7303, Chi- 
eago 26, Ill. 


DON E. KNAPP, specializing in a digni- 
fied and ethical auction service for 
jewelers. Write or wire, Don E. Knapp, 
— Willow Circle, Colorado Springs, 
Yolo. 





faces — 





See page 211, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How- 
ell, Mich. 





SAMUEL GANSBURG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





RAISE cash immediately through a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York; see our 
display ad page 207. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A, Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 





AUCTIONEER, Vic Kelley; over a period 
of 25 years Kelley Auctions have gained 
a reputation of such uniform success 
that today we maintain unrivaled lead- 
ership in our line of endeavor; all sales 
are conducted under my personal super- 
vision and with the aid of an able asso- 
ciate; write or wire today. Vic Kelley, 
7322 N. Ridge, Chicago 45, Ii! 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St., Suite 901, New 
York, N. Y. 








STERLING silver flatware and standard 


brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 15 W. 
44th Street, New York City. 





CASH in; send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 129 for additional details. 


Wanted to Purchase 














HAVE $7,500 cash; want jewelry store 
in small town without competition. Ad- 
dress “B., 2872,’’ care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANT New Hermes engraving machine, 
type, cutters; also centrifugal (rubber 
mold) casting machine for lead cast- 
ings. Howell Day, 300 Vail Ave., Dun- 
ellen, N. J. DU 2-6028. 





CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 





WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 





Watch Work, etc., for 
the Trade 








WISCONSIN licensed watchmaker; 17 


years at the bench; Paulson timing; 
five day service; work guaranteed; rea- 
sonable prices. Raymond Reedy, P. O. 
Box 628, Rhinelander, Wisc. 





COMPLICATED and plain watch repair- 


ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 


watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





RELIABLE dependable, guaranteed watch 


and travel clock repairs, chronographs, 
automatics a specialty; prices on _ re- 
quest. Alfred Schmidt, 88-24 78th 
Street, Woodhaven 21, Long Island, 
i we 


aN. 





QUALITY watch repairing is our spe- 


cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 
47th Street, New York, N. Y. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver, or plati- 


num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





ENCRUSTING, engraving, drilling; pre- 


cious, semi-precious stones furnished and 
cut; fraternal emblems encrusted ; seals 
engraved ; special orders. Harry Braun- 
feld, 108 Fulton St., New York City. 





Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 


valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., Box 3218-K, Daytona 
Beach, Fla. 
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A Convention-al Thought on Cooperation 


We have just finished covering two national con- 
ventions. During the last day of the most recent 
of these we were leaving one of the several hotel 
suites where manufacturers entertain their cus- 
tomers—and occasional ringers like ourselves— 
when we were tapped on the arm by one of the 
hotel maids who had followed directly behind us 
as we left the room. With appropriate apologies 
for the interruption, she wanted to know what all 
the parties were about. 

We explained. 

Then she asked the darndest question: 

“Why should the manufacturers be entertaining 
the retailers; what would the retailers do if there 
were no manufacturers?” 

We mumbled something about one being the 
customer of the other and suddenly remembered 
an immediate appointment. 

As we walked down the hall, we found ourselves 
mumbling again—for the question made us stop to 


think. 


manufacturers? 


Where would our trade be without the 


Without their ingenuity in product design and 
manufacturing. how limited would be the variety 
of our wares and how costly would they be? 

Without the widespread system of distribution 
maintained by most of them, how could the products 
have earned nation-wide acceptance so jewelers 
everywhere could benefit? 

Without the millions upon millions of advertising 
dollars spent annually by manufacturers to create 
consumer desires, how could our retail trade have 


increased its volume over 350 per cent during the 
past fifteen years? 

Now we realize there are two sides to any hot 
potato and that the manufacturers’ efforts could 
not have grown so big, powerful and effective 
unless the system of retail outlets had grown sim- 
ilarly by corresponding ingenuity, aggressiveness 
and investment on the part of the jeweler. 

We were thinking thus when we paused on the 
threshold of another manufacturer’s entertainment 
suite and witnessed the gaiety within. 

Here the pattern was typical; manufacturers’ 
representatives making love to the retailers. 

And—why not? Any salesman feels grateful 
toward a buyer who gives him a good order. 

But we wondered if perhaps the loving is a little 
bit one sided. 

Then it suddenly occurred to us that seldom in 
the past, had we had within our trade, so nice a 
balance of mutual appreciation between manufac- 
turers and retailers as exists today. 

As we entered the room and joined in the cam- 
araderie, we felt happy to be “in the middle” of 
of these two divisions, which have worked together 
to build such a healthy, vigorous industry as we 
have today. — An industry, we believe, well pre- 
pared through the friendly cooperation of all divi- 
sions, to benefit to the fullest from circumstances 
which can make this the biggest Christmas season 
—and year—in its history. 

YOUR cooperation will enable you to share in it. 
As an example: through participation in “Operation 


Cherub.” 
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1847 ROGERS BROS. announces... 


A BOLD NEW CONCEPT IN 
SILVERWARE GHEST olYLING 


To hold 54- or 76-pc. service for 12 









To hold 54- or 76-pc. 


service for 12 





“DIPLOMAT” 
“GEORGIAN” contemporary design. 
Hepplewhite design. 


For the first time...chests designed and finished 
just like the finest furniture! 


Up to now, there have been two styles (“modern” Each new chest has a design character of its own, 

and “traditional”) for each “set” size of silverware. each represents the work of expert furniture crafts- 

Only the blond color of modern made it different men for every basic furniture “period,” 

from the mahogany or walnut color of traditional. It’s impressive news for silver customers, another 
Now—for 1847 Rogers Bros.—the first chests have '™pressive exclusive” for you in showing and sell- 

been created in each size that look as different from ing 1847 Rogers Bros., America’s Finest Silverplate. 

each other as an authentic Hepplewhite chair looks Your “1847” representative or Approved Whole- 

different from a contemporary-styled chair! sale Distributor can get them for you — now. 

To hold 52-pc. service for 8 To hold larger services for 8 and 12 






ai 





“Puritan” — Colonial period. “Vogue’’— contemporary design. “Tier’’— Georgian period. “Contempora”’— modern styling. 
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54 
in this s 


$1 





Choice of blond-finish chest 
» with red-and-white fabric 
or mahogony-finish chegig 
J in green-and-whi fa 












This tremendous value will win many big sales 
an | of Community.* Not only can you offer customers great savings, but 


this stunning gift chest offers added appeal . . . with its convenient 






knife drawer, handy placement of serving pieces. colorful 


Christmas décor. And it holds 54 pieces of Community! Two extra-special pieces 





added to the regular service for 8—cold-meat fork and pierced pastry server! Available in 


all six Community patterns .. . including new ““Twilight’’* and “South Seas. * 
y | ~ £ 








Give yourself a head start on holiday sales! Place your order now . . . 
for early delivery of “Save-on-Silver Sale” 


sets of Community—today’s look in fine silverware! 


ONEIDA LTD. SILVERSMITHS 


* TRADEMARKS OF ONEIDA LTD.. ONEIDA N.Y 








Free merchan®sing aids and national advertising for “SAVE-ON-SILVER SALE.” See inside pages 26, 21. 








